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PATENTED 


SOLID LEATHER 


» * solid leather rib of Genuine Barbour 
STORMWELT Welting (or DRESS- 
WELT, its lighter counterpart) enhances 
the styling of almost any type shoe, from 
low-cut to heavy brogue. It’s a sure selling 

point for manufacturer distributor 


retailer. 


BARBOUR WELTING COMPANY 
BROCKTON 68, MASS. 





Bata the big line of basketball 
shoes for men, women and children... made 
right priced right for large volume selling. 
Bata's famous line includes many 

exclusive built-in features 
for comfort and 


safety. 


... Suction cup sole. 
Full cushion insole 
with arch support. 
Ventilated uppers. 


SHOE COMPANY, Inc. 
Shoe City 
Belcamp, Maryland 





A Winning Combination 


To Take Care of 
Any Child 


FOR CHILDREN, MISSES AND JUNIOR MISSES 


In-stock No. 286 


In-stock No. 906 
Babys White Plain Toe Blucher. . erent 3 
, Brown Raised Seam Moccasin 
2 6. B to EE . 


6% to 8 A to EE itera Oxford with Allenite Tip. 


8, te 12 Ate t 
12% te 3 Ate t 


For that winning combination you'll find them 
all in Kali-sten-iks — the 100% Goodyear Welt Shoe for 
babies, infants, children, misses and senior misses. 
Kali-sten-iks are a capital asset in any store. 


E GILBERT SHOE CO., 
January 15, 1956 
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SHE WEARS DIFFERENT SHOES ON DIFFERENT OCCASIONS 
YOU CAN SELL THIS “MULTIPLE CUSTOMER” WITH ONE COMPLETE LINI 
AMERICAN GIRL. WE TELL HER IN OUR NATIONAL ADVERTISING, “FOR EVERY YO 
FOR ALL YOU DO, THERE IS AN AMERICAN GIRL SHOE” 
$6.99 to $10.99 retail 


today more than ever America’s standard of value ‘e 

288 A Street, Boston, Massachusetts 
Div: Consolidated National Shoe Corp P 4 
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ther tan 
they all want 
“PEER 
\7 EU 
\7 LLU 


KID « CALF « CABRETTA G. LEVOR & CO., INC. 


Tanners Since 1876 


TAN-ART SUEDE KID GLOVERSVILLE, N. Y. 
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Founded 1882—74 Years Continuous Service to the Shoe Industry 
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lasts 


BUILT FOR PROFIT... 


profits 


BUILT TO LAST! 





ACAPULCO 


DR 


4 OChE 


SHOES 


Black Patent 
White, Cameo 
Blue Calfskin 


“THE WORLD’S MOST 
COMFORTABLE SHOES!?”’ 


Smart women everywhere are buying the one brand 
of shoe that means complete comfort and style. This 
year, Dr. Locke sales are setting a record pace—and 
our dealers are making greater profits than ever! Dr 
— oe G ey / Locke Shoes feature cradle-soft leathers and fine 
workmanship—and a line of service shoes that stays 
in style. Few markdowns! No profit sacrifice! Tremen 


dous repeat business! 


Many styles are not pictured—but sizes range from 
4 to 12, widths from AAAAA to EEE. Get all the facts! 


For full information and an in-stock catalog, write 


LOCKWEDGE SHOE CORPORATION 
~agh erna y 3 OF AMERICA 


280 South Front Street, Columbus 15, Ohio 


Many areas are still open for distribution 


Financial assistance is available to qualified persons 
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FEATURE NEOLIT r R SA 
OLITE...YOU’LL BOOST YOUR §S 
T LES! 


Powerful Advertising keeps building 
fame for, the NEOLIT E name! 


NEOLITE 15 doing it again! Yes, 
in 1956 NEOLITE will again run 
the year’s biggest campaign 

in the shoe industry to keep 
building UP public recognition 
and acceptance You can 
“step along” with this great 
NEOLITE campaign by featuring 
NEOLITE on your lines. 


NEOLITE advertising this year 
will appear In Vogue, 
Glamour, Mademoiselle, 
Seventeen, Esquire, Life and 


Parents’ 


TELEVISION 


50s special announcements on the 


SyEAR TV PLAYHOUSE 


Alternate Sundays 9-10 P. M. EST, NBC Network 


One of America s toP notch TV: Shows be sure to see it! 
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BECAUSE PRACTICALLY 


Weretrsx.. 


nows — 





@/n an impartial coast-to-coast “Brand Recognition 
Survey” nearly 9 out of 10 people knew NEOLITE! 


®NEOLITE outranked the next competitive brand 


by more than 13 to 1! 


NEOLITE is far and away America’s 
BIG NAME in Soles! In fact, NEOLITE is 
“Brand 


it outranked 


so famous that in this recent 
Reeognition Survey” 
not only competitive brands of soles 
but also every shoe brand, except one! 
Does America know NEOLITE? You 
bet it does! 

Whether you make men’s, women’s 
or children’s shoes—or all three cate- 
gories— you can strengthen your sales 


appeal tremendously by adding the 


NEOLITE SOLES 


tremendous popularity of NEOLITE to 
the consumer acceptance your brand 
now enjoys. NEOLITE Soles provide the 
lightness, flexibility and long wear 
that all America knows and “goes 
for”! Dozens of leading shoe manu- 
facturers are stepping up their sales 
by featuring NEOLITE. Ask your Good- 
year Representative for the complete 
NEOLITE story. Or, if you prefer, write 
to Goodyear, Shoe Products Division, 


Akron 16, Ohio. 


MADE ONLY BY 


GOOD/YEAR 
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flightiine 


for 


flightiine 


spring 


GET 


for spring 





EASY AS A BREEZE 
FOR MEN ON THE MOVE! 


4 Here's the latest in man-styled casual com- 
romotion YE 7 By Db py, ” fort. . . trim, low lines with a forward 
sweep. Glove-soft, slipper-light Shag Pig- 
skin breathes foot-soothing comfort into 
every enjoyable step you take. 

Try a pair now and you'll wonder why 


romoting 
shoes like these were never made before. 


EXCLUSIVE! Amazingly flexible, long- 
wearing Shell Cordovan Horsehide soles. 


As illustrated 
Style No. 5614.... Walnut, Embossed Pig 
No. 5624....lvywood 
This : No. 5664... . Black 
° - About $13.95 
is one of — 


a series 
of ads 
appearing 
in major 
newspapers 


spring. 


», 
“ | WOLVERINE 


WHERE- 


. " 
To-BuY ownline hoes tor men 


FOR MOST STYLES $8.95 to $13.95 


IMMEDIATE See them now at your WOLVERINE Dealer 
ACTION 


ie) 
































(DEALER LISTING) 


WOLVERINE SHOE 
& TANNING CORP. 
ROCKFORD, MICH. 
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. America’s first baby shoe— 


Buntees feature the natural flexibility and lightweight construction of the 
genuine Indian moccasin . . . America’s first baby shoe. 


Buntees are definitely diferent . . . hand lasted for non-restricting com- 
fort next to going barefoot . . . conform to the shape of the foot. The 
smooth one-piece vamp of soft, yielding leather ‘follows (never forces) 
baby's natural walking action.” 





Buntees are made of finest, selected elk leather uppers 
and genuine NIVTOP leather soles with the healthy 
breathability’ that only leather can provide . . . offer 
all the benefits that most baby shoes promise but fail to 
deliver. So-called summer footwear that produce sweating, 
odors and other unsatisfactory results are not building 
lasting business and good will for you and your store. 


} : \ \' eo 
: never forces) 


‘ i natural wins on 





MEYER KIRSTEIN 


SAUL STOCKMAN PRESIDENT 


VICE PRES 


EMERY HUVOS SALES MGR. 


VICE PRES 
HIDE BUYER 


JOWN ALEXANDER 
VICE PRES 
COMPTROLLER 


million 
Feet 


HARVEY 


KIRSTEIN 
VICE PRES 


RALPH MAY 
PHILLIPS PREMIER 
BOSTON, MASS 
SALES REP. FOR 


“/- MILTON 
SALOMON’ AND 


EXPORTS > 
iN c 7 
We. 
UA 


an} 
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NORMAN REVMAN 
ASST. SALES MGR 


WM. SANDBANK 
SALES REP. FOR 
JOSEPH SALOMON CO 

N.Y. C 


BILL KRUPSKY 
SALESMAN 
BOSTON OFFICE 























BOB LECRAW 
SALESMAN 
BOSTON OFFICE 


— «© all of 

‘ 1. to , 

> om # making 
deliver 


QUALITY 


MIKE HENLEY 
SALES REP 


LEATHE 
32nd Birthday ~ 


, ~~ * 
pa™~ 
/ Ls* } i) 
) 
- 


s 


ROBERT BARDON 
SALES REP 
CINN, OHIO 


Cc. W. CUMMINGS tig 
SALES REP. Z 
LIEBMAN & CUMMINGS 
CALIF. BILL HARTWIG 
SALES REP 
CHICAGO, ILL 


RAY LARKIN 

SALES REP 
UPPER N. Y 

STATE 





Specialized Equipment 
Requires Specialized Service 


United service men are specialists. They know United machines. It is a safe bet 
that they have run into problems like yours before many times 

They have learned the best and quickest way to solve them. They use costly tools 
designed for specific repairs or adjustments. They are continually learning from 
their own experiences and those of the other United specialists servicing similar 
machines in other factories. They get a steady flow of information from United’: 
Boston office and Beverly factory 

United has over 60 service centers in the shoemaking areas of the country. Thi 
means you can have United specialists in a hurry 


only pay for what you use 
L SERVICE, United is the best buy in serv 
UC | UNITED SHOE MACHINERY CORPORATION 
| PARTS | 


140 Federal Street + Boston, Massachusetts 


when you need them and you 














Bermuda 

Slip-On Th 

Keige Cambi Ruff 
with 

Brown Squeepec 


1416 


Windsor 
Black Barcelona Calf, 
f 1151 


Kent 

Tan and 

Beige Softone Glut 
hand threaded, 

No. 4882 








“Our brethren in the men’s wear business who 
sell Bermuda shorts and knee-length argyles are all 
smiles about the profitable Bermuda fashion craze. So 
are we at WALK-OVER. We’re riding the crest, too, 
with a specially designed shoe we call “The Bermuda’’. 
Styled light, low and trim, it gives a man the feeling of 
“rightness”’ the comfort and confidence that come 
when you know you’re wearing a perfect shoe in per- 
fect taste. 

“Men’s footwear has at last moved into an ex- 
citing era of changing styles. That’s why we’re running 
ads in ESQUIRE and THE NEW YORKER, like the 
one on the opposite page. We want to make sure your 
customers know WALK-OVER is setting the fashion 
pace. During the past year, for example, I’ve talked 
with shoe stylists, leather and last men in this country 
and in Italy, England, Switzerland and Spain. And if 
a smart new idea in sandals should suddenly appear 
on the Riviera, you can be sure we'll be on the next 
flight out. 

“Your customers have long looked to WALK- 
OVER for incomparable quality and exclusive fitting 
features (like our famous pear-shaped heel). I can 
promise you they'll be looking to WALK-OVER for 


more and more pace-setting men’s styling, too.” 


a Fite 


GEO. E. KEITH COMPANY, Brockton 63, Mass. 





m4 


Jean Keith 


Why does our president spend i: 


hoe desigi 


so much time in Bermuda? “""” 


“‘We at Walk-Over believe Bermuda shorts demand a shoe with a special flair, a 
shoe that gives a man confidence he’s dressed in perfect taste. Our designers have 
developed a shoe we call “The Bermuda’, a slim-trim inspiration that makes you 
feel right at home on the 19th floor or the 19th hole. It’s a slip-on that stays on 
because of our famous pear-shaped heel that holds. 


“If you’re a man who likes to look right, and admires those who do, Walk-Overs 
are for you.” 


} ¢ t/ 
| San 4 
Most Walk-Over styles $16.95 and up. resident 


Mople Polo Cal, | Dull B 
laple Polo Calf, Dull Blael 
Untined, No, 3342 ov Rl ; Tandrite Calf, 


Unlined, No, 4125 


Monte Carlo 
Ivuywood Softee, 
Unlined, 

No. 4030 





4 


FITS WITH THE 


Taylor’s SHUGOR will assist you 
DEBONAIR in achieving the airy grace of continental 
AND styling. Taylor's elastic cord will 
aid you in making dainty, delicate designs 


DELICATE practical for fit and function. 


THOMAS TAYLOR & SONS 


HUDSON, MASSACHUSETTS 


A hidden sleeve SHUGOR he 
gore around the neath the decorative 
/ 





quarter adjusts and eaf) is attachec 
fits this smart o strap around 
Parisian style quarter. 


cord 


{f vamp 
fopline 
fit 


comfortable 





EDITORIAL 


OUTLOOK 
L 4 


Sales Promotion: Challenge for 6 


Most people like to look into the crystal ball now and 
then, and try to form a picture of the shape of things to 
come. Magazine readership surveys have revealed the 
fact that forecasts of the future make fascinating read- 
ing for a lot of folks, especially around New Year time. 
both 


magazines suffered no lack of prophetic enlightenment 


And certainly the readers of newspapers and 
regarding 1956 business prospects in the period just 
The fact that most of the 


prophecies had a distinctly optimistic coloring made 


before and after January 1, 


this year’s New Year reading particularly pleasurable. 
The 


business man who has been peering into the future and 


But now the time for crystal-gazing is past. 


indulging in cheerful prognostications is presently con- 
fronted with the stern challenge of making his dreams 
come true. Rarely do the good things of life come to 
us by happenstance. They are much more likely to be 
the result of a lot of serious thinking, patient planning 
and downright hard work, 

We are hearing a good many expressions nowadays 
to the effect that the so-called business cycle, with its 
alternating recurrence of booms and depressions, is 
virtually a thing of the past. We hope it may be true. 
But we have a strong suspicion that perhaps it isn’t the 
business cycle, as such, that should be considered out of 
date, but rather the attitude of mind that many people 
used to have regarding it. They seemed to think of the 
alternating peaks and valleys of business as something 
predetermined, fixed and unchangeable, like the se- 
quence of day and night. 

The fact of the matter is, and always has been, that 
business cycles were created by the behaviour of busi- 
ness men themselves. They did things that caused booms 
or brought on depressions. Not all business men, of 
course, but enough to influence the trend of trade and 
the ebb and flow of business in one direction or an- 
other. If there is substantial ground for hope now that 
future extremes of boom and depression can be avoided, 
it rests mainly on the belief that business men, includ- 
ing financiers, producers and distributors, are getting 
smarter and will in the future act more sensibly. 

Take shoe business, for example, the business in 
which Boor AND SHOE RECORDER readers are naturally 
most interested. The trade went through a rough period 
in the earlier 40's, due to war conditions, rationing 
and various kinds of government controls. It enjoyed 
a boom in ’46, when controls were lifted. It went off at 


a tangent in 1950 and °51, when a lot of shoe people 
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figured we might be headed for another world war and 
bought shoes like they thought it was the last chance 
Other people did the 


they have. 


same, and the result was the short but unpleasant reces 


were ever going to 

sion, or inventory readjustment, of 1952 and °53 
Fortunately shoe people were by no means slow to 

learn their lesson, They put their houses in ordet and 


They 


planned their buying according to their needs, with a 


began doing things to keep them that way 


clearer perception of the opportunities that increased 
population and a growing popular CONSCLOUSTOCSS of 
They 


through 


stvle could create for shoes. recognized at last 
that 


through buying, or the curtailment of buyin; 


profits are made selling rather than 
They 
saw that other industries were forging ahead through 
sales promotion. They realized that the shoe trade had 
been backward in telling the public, through advertis 
ing and promotion, what shoe people had to offer to a 


better dressed and more healthy America 


As a result of these many factors, shoe business has 
entered the New Year of 1956 in a better and stronger 
Not only 
have production and sales increased to an extent that 
better 


position than it has enjoyed for many years 


balance has been 
It looks 


But its no time 


is most gratifying, but a 
attained between production and distribution 
like shoe business is really on its way 
to relax, 

Most look for 
continuance of good business through the first half of 
1956. 
half. 
inventory accumulation all along the line. But 


What looks like a considet 


wholly 


observers of shoe trade conditions 
There is less assurance concerning the second 


Some look for a moderate decline then, due to 
inven 
tories are always relative. 


able stock 


people are buying more shoes. 


inadequate tomorrow. if 


So the challenge of this 


today is 


time, as we approach the threshold of a new selling 
season, is how to advertise, present and promote shoes 
to our prosperous and growing population in such a 
way that people will be eager to buy more pairs. A 
number of features in this Spring Promotion Issue of 
Boor AND SHOE RECORDER suggest ways and means 
of achieving that objective 

We are living in an era of expanding production 
brought about largely by modern sales promotion. No 
industry that hopes to make the most of its opportuni 
ties can afford to lag behind. Every shoe merchant and 
join in the common effort 


manufacturer must 





FABULOUS 


Blouse by Yolande 


MERCHANDK 


WRAPPING 


Eye-catching fashions in wrap- 
pings that give your store 
prestige. French Bird Cage* 
shown here is from a collection 
of reasonably priced original 
designs . . . each exclusive 
yet available in ensembles of 
boxes, bags and wrapping 
papers. Details on request. 


*Des. Pat. Appl'd For 


WOLF BROTHERS, INC., 340 NORTH TWELFTH STREET, PHILADELPHIA, PA. « CREATORS OF “STORE WRAPPINGS FOR STREET WEAR” SINCE 1876 
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FAMOUS BOOTS FROM THE HISTORY OF FOOTWEAR 








{ 
UMN 


a=. 


These boots reflect the 
elegance, brilliance and 
extravagance so charact- 
eristic of the Seventeenth 
Century. Made of light- 
colored leather with red 
sole and heel, they are 
still worn in the Comedie 
Francaise's presentations 
of Seventeenth Century 


TODAY eee it is the ACME 


Cowboy Boots which most perfectly char 


acterize the only truly American footwear 
These boots, made with the world’s finest 
craftmanship and top-quality leathers, 


evoke the romantic flavor of the Old West. 


RETAIL PRICES: Infants’ —$3.95 to $6.95; Boys’ and Girls’ —$4.95 to $12.95 
Ladies’ and Men's—$12.95 to $19.95 


ACME BOOT COMPANY 


Clarksville, Tennessee 
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GEORGIA 


Yours for 


MORE, BIGGER and BETTER 
Workshoe Sales in °56 





Despite a major fire, which caused some delays in deliveries to 
our Dealers, 1955 was a great year for them and for Georgia Shoe 
Mfg. Company. Sales and shipments reached an all-time high and our 
production facilities were pressed to capacity to fulfill our commit- 


ments to our customers. 


We face the New Year with a firm conviction that it will be an 
even greater year of opportunity for the Georgia line of industrial 
Boots and Shoes and for our Dealers. 


We are now building and will have in production early this Spring 
another new and modern streamlined factory consisting of approxi 
mately 35,000 square feet. This new factory will increase our pro- 
duction by 3,000 pairs daily and will enable us to further expedite 


deliveries and improve quality. 


As this New Year begins we pause for a timely re-assertion of our 
pledge: ‘To continue to bring to our customers the finest in industrial 
Boots and Shoes at prices which assure to you a fair mark-up at a retail 


bracket that guarantees a competitive advantage to you. 


catalogue today. 





It will pay you to learn more about the Georgia Line. Write for 
Pain-A-Feooper | 
Pain-A; Tyooren 


= 


“<<caMl gra” General Manager 


faan? 

















GEORGIA SHOE MFG. COMPANY 


FLOWERY BRANCH, GEORGIA, The Home of Top Value Industrial Boots and Shoes 
Never Has and Never Will Compete With You at the Retail Level 
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And they're sewn with nylon thread—the strongest thread used in shoes! 


Use this sales clincher to tell 
your story of extra quality 





You’ll find sales come easier when you can point out that the shoes 
you sell are sewn with nylon thread. Nylon is strong and resistant 
to abrasion. It’s an important detail that tells your customers you 
sell a quality product. It helps you close the sale .. . helps keep your 
customers sold. For the extra strength of nylon means fewer returns 
from broken threads — and protection against dissatisfied customers 
who may never return. 

CHECK YOUR SUPPLIER to find out if the shoes you sell are sewn 
with nylon—so you can take advantage of this extra sales feature. 
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"When y2 by * ‘neat 


hangs 
make sure its 


BETTER THINGS FOR BETTER LIVING 
~- THROUGH CHEMISTRY 


$ nylon: 





FOOTWEAR 


Proudly announces 


that they are the sole 


manufacturers and distributors of 


eoeveitres 


SHOES FOR THE YOUNG AT HEART 


Here is the line you've been looking for. Shoes styled 
sweet and low for high level beauty and comfort. 
As easy on the eyes as on the feet. LITTLE 
HEELS AND FLATS created in a perfect 
blend of style and originality. 

TO RETAIL AT $7.95 to $12.95 
For franchise information, contact 
PRIMA FOOTWEAR, INC. 

705 Ann Street 


Columbus, Ohio 
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WE FIT ‘em aii - INFANTS, CHILDREN and MISSES 


you FIT their budgets = with Judy 'n’ Jerry foot- 
wear (priced to retail from $2.69 to $5.50) 


TH EY FIT the growing foot... 


Judy 'n’ Jerry tootwear offers exclusive 
features, scientifically designed 
to help young feet grow healthfully 
and to allow proper “‘breathing"’ space. 


AND - AVERAGE MARK-UP = i 


® @ ; 
TONY n  & riry For NEW catalog or salesman's call, write to 
ry 


SHERMAN BROS. SHOE MFG. CORP. 


230 Jackson Street, Lowell, Massachusetts 
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Dealers 


“*( ) 

N-THE-GO” American youngsters manage to burn up a lot of shoe 
leather every day. Combined with their highly developed fashion sense, 
this accounts for the rapid expansion which has taken place in the chil- 


dren’s shoe business. 


Lucky Old Pals and Lucky Star Dealers find in these two lines the sturdy, 
long-wearing qualities youngsters NEED —as well as the attractive styles 
they like so well. Write for catalog today. 


Ye ‘ . Y 
Five Star Footwear Company 
43-01 22nd St., Long Island City 1, N. Y. © Marbridge Bldg., Rooms 403-405 © ST 4-1975 
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from $5.95 











premier 


uche 


a point well scored: the most 
foot-flattering fashions of the 


season... by Viner, of course. 





VINER BROS., INC., Bangor, Maine 


Est 














First Of a Nex Series Of VIN] k id ip pe aring wn < ; \ \ vi )| J ee 





LIGHTER THAN 
LEATHER 


» WEARS FAR 
LONGER 


FLEXIBLE 
AS THE FOOT 
FROM THE 
FIRST STEP 





Super flexible — greater shoe com- 

fort from the first step 

Lighter, tougher, longer wearing 

than leather 

Damp proof — protects inner parts 

and keeps shoe in shape 

Smooth or sueded finish — looks 

good, feels good ; 
Wide range of colors 


’s 


eet... ll” 
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IN MOLDED SOLES AND UNIFORM SHEETS 


For women’s, children’s, and men’s shoes 


WORLD'S LARGEST PRODUCER 
OF SHOE SOLING MATERIALS.. 


BILTRITE 


HEELS AND SOLES 


¥ ZR J 1 
4 | 


AMERICAN BILTRITE: ) 


RUBBER COMPANY 
CHELSEA ~ 50, MASSACHUSETTS Dy 


Sherbrooke, Que - 


——_ 


In Canada: American Biltrite Rubber Co. (Canada) Ltd 








On United’s New 


2s 
“ 


uy, High Style Last 


It’s as modern as tomorrow . . . yet made with 
the old-fashioned idea that footwear should stay on the foot 
Note the pear shaped heel curve which pulls top of heel in 
to provide a shorter fitting back for this low top, dres 
type loafer. Top lines don’t gap —- back part hugs the hee! 
Note also... the cleaned out sides which give a pump effect .. . 
the two-eyelet tie... and the soft wall of the forepart for 
more comfort. You can sell a lot of shoes when they’re made 


on lasts like this! Available in Slide-O-Matie? Naturally. 


UNITED LAST COMPANY, BOSTON, MASS. 


Division of United Shoe Machinery ¢ or poration 
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New England Sees Another Big Shoe Year 


Association Executive Expects Total Output to Top 


1955 


Figure, but U.S. Commerce Department Official Sees Possible 


Production Decline in Latter Half 


Tue New England shoe industry, leading footwear 
producing area in the nation, has increased its 1atio of 
UL. S. shoe output to 37 per cent during the past two 
1923, 


Maxwell Field, executive vice-president of New England 


years-the highest level since according to 
Shoe and Leather Association, Boston, Total production 
for 1955 is, therefore, estimated at 215 million pairs, 
another all-time high for this region. Ficld’s forecast 
for 1956 is for a continuation of this favorable trend 


New 


million pairs, equal to more than 37 per cent of the 


and he estimates England shoe output at 220 
national total, 

New England’s shoe industry continued to iead the 
country as a whole in production during 1955. While 
U. 5. shoe output of 489 million pairs ‘or the first ten 
New 


England edged ahead slightly more, up 12.2 per cent to 


months showed an increase of 11.5 per cent, 
163 million pairs during the same period. Shipments 
of shoes from New England producers totaled 185,065,- 
QOO pairs, valued at $608,757,000 during this ten month 
period, 

Massachusetts led all states during 1955 in total shoe 
production, as well as in value ot shoe shipments, fol 
lowed by New York state. It is interesting to note that 
Massachusetts accounts for 20 per cent of U. S. output 
and 52 per cent of New England’s output. Maine’s shoe 
industry produces 21 per cent and New Hampshire 23 
per cent of the New England shoe output. 
shoe industry 


Total employment in the averages 


almost a quarter of a million wage-earners, with ap- 
proximately 83,000 employed in New England. This 
figure has remained relatively stable during the post- 
war period. 

The shoe, leather and allied industries form the third 
New 


England, Approximately 83,000 shoe workers are cur- 


largest manufacturing employer of labor in 
rently employed and an additional 30,000 workers are 
employed in the leather, rubber, machinery and other 
allied shoe supply industries in the area. These workers 
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Retail Sales to Hold Up. 


are among the highest paid in the industry. In com 
menting on the records of 1955, Mr. Field said: 
“Inventories at both wholesale and retail levels ar: 
believed to be normal. Sales have heid up well through 
out the year. A word of caution may be in order, how 


level 


been stimulated by efforts of buyers to cover 


ever. Recent sales of shoes at the factory have 
require 
ments before additional price increases may be insti 
tuted as a result of higher material and labor costs 
It is possible that inventories may increase somewhat 
within the next few months in relation to retail sales 
but not to an excessive level. The answer to the question 
of inventories will lie in volume of retail sales during 
and after the first quarter of next year. 

“Domestic cattle slaughter was at a high level in 1955 
and is expected lo exceed 27 million hides, However, 
our country enjoyed a net export volume of over 5 
million hides, so that the available supply consumed by 


Cattle 


domestic tanners approximated 2 


2.5 million 
hide supplies in 1956 are expected to be maintained at 
approximately this same high level, with supply virtualls 
in balance with domestic and foreign demand 

“Calf and kip skin supplies of approximately 14,000 


(HH) pieces were reduced by a net export volume of { 
skins 


rected to remain at current levels 
| 


million buture 


supplies of these skins are ¢ 


Outlook for Shoe Industry in 1956 

Mr. Field’s forecast of U. S. shoe production in L956 
is for a total of 590 million pairs only slightly above 
1955 levels. Trade leaders consider this rate of output 
a normal one based on population of 168 millions next 
year and a per capita consumption of footwear equal 
to 3.5 pairs per person. 

The pattern of production during 1956 is expected 
to follow a norm.! seasonal one, such as prevailed 
throughout 1955. 


Mr. Field said: “We feel that shoe production durin 
1956 will be the highest in the history of the industry 
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Prices at all levels represent outstanding values to the 
Retail 


shoe sales have held up well and with prospects favorable 


public. Retail inventories are ac normal levels. 
for continued general prosperity and high personal 
incomes and increased consumer expenditures, the out- 
look for continued good retail shoe business next year 
appears promising.” 

Opinion of most industry observers on 1950 shoe 
production points to a probable total close to that of 
Julius 
Allied 


Department of Com 


1955, although some look for a slight decline. 


director of the Leather, Shoe and 


of the U, S. 


Schnitzer, 
Products 
merce, has expressed the view that productio. of foot- 


Division 


wear may taper off in the closing six months of the 
current year. He believes retail shoe sales will hold .p, 


however, to the approximate volume of last year. 


NSRA Analyst Sees Opportunity 
To Profit by Sales Promotion 


A PERIOD of healthy merchandising opportunity dur- 
ing the first half of 1956 is the prospect seen for shoe 
retailers by National Shoe Retailers Association, accord- 
ing to an analysis that appears in the January issue 
of the organization’s official membership publication 
National Footwear News. 

“Record footwear production during the past year 
has been virtually paralleled by retail shoe sales,” the 
NSRA analyst points out. “There may be difference of 
opinion on the exact percentage of retail gains from 
1954, but the precise figure is not important. Fac- 
tories produced some 578 million pairs of shoes and 
consumers acquired about the same number, give or 
take a few million. 

“Equally significant to retailers is the fact that shoes 
are in a minimum risk area price-wise, compared with 
all other commodities, due to the moderate level of hide 
and skin prices, Paradsxically, in the midst of the 
greatest of all booms shoes contain little or no virus 
of inflation. Apart from the extraordinary values which 
are thus available to consumers, the structure of shoe 
costs and prices is in a class by itself currently. 

“A final specific consideration in the outlook for 
shoes is the fact that consumption of footwear has only 
now begun, belatedly, to catch up with the real poten- 
tialities of purchasing power. For the great majority 
of consumers, shoes have not yet moved out of the class 
of necessities, purchased for utility. The appeal of style, 
of diversity and perhaps of luxury has made itself felt 
in small degree, but the minor change in per capita con- 
sumption demonstrates the real room for growth rather 


than retrenchment in shoe consumption. 


“In short, measured by the known facts and trends 


of the shoe business, the new year can be regarded 
as a period of genuine merchandising opportunity. 
That opportunity will not unfold and yield profitable 
results by itself. Retailers must take advantage of 
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favorable underlying prospects through consistent pro- 
motion and planned selling effort. Consumer interest 
is real and purchasing power available, but the interest 
Where the effort is 


made, the rewards will be gained because consumers 


must be sparked and stimulated. 


are under-bought in footwear compared with expendi- 
tures for other goods and services. 

“To what extent, however, can the favorable potential 
in shoes be impaired by general economic develop 
ments? That question merits brief consideration, not 
for the sake of reviewing familiar pros and cons, but 
to emphasize certain facts which every retailer must re- 
The facts 
plicitly manifested during the period of recession in 
1953-1954. 
65 per cent of capacity, automobile output was sharply 


member, background for those was e€X- 


At that time steel production slumped to 


vtrtailed, and apprehension was thick in the business 
atmosphere. One point of view was consistently em 
phasized in these bulletins during that period, namely 
‘The facts of life also include a new kind of business 
cycle, one in whice a shoe retailer need not be petri- 
fied by steel scrap prices, the Dow-Jones averages or 
(September, 1953.) 


that the | 


automobile sales.’ 

“Events confirmed the opin S. busi 
ness scene had become far broader than cars or steel, 
that purchasing power rested on a fai move solid basis 
than ever before, that retail volume could be main- 
tained in spite of fewer blast furnaces operating in Pitts 
burgh. It is no exaggeration to point out that icta‘l 
sales were handicapped more in most of 1954 by lack 
of goods than by lack of consumers.” 

Despite the broad character of the country’s « 
nomic base, the National Footwear News analyst sces 
as a potential disturbing clement that may come to ‘ight 
in coming months some curtailment of automobile ;:ro- 
duction. This has been widely discussed in the avio 
industry as a development that is not unlikely. How dis 
turbing it might be would naturally depend on the 
extent of the curtailment. Rising personal and_busi- 
ness indebtedness was cited as another element of pos 


sible w eakness. 


USMC Increases Service Rates: 
New Minimum Contract Provided 


The United Shoe Machinery Corporation has an 


nounced revised charges for service and the availability 


of a twelve months’ service contract. 

The company stated that after approximately a yee 
of experience under the tariff of charges for service 
announced on November 29, 1954, it has regretfully 
rates and make other 
1956. The 


hourly rate will be $5.45 for services from the branch 


found it necessary to increase 


changes, effective January 1, new basic 
offices. Some of the multiple call factors and living 
expense increments have had to be adjusted. No changes 
were made in charges for services from the firm’s 
Boston office. 

United expects that the new twelve months’ service 
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contract will in many cases minimize service expense. 
The contract provides for 250 minimum hours at a 
reduction of 10 per cent from the basic hourly rate 
which the company feels will enable most of its custo- 
mers to continue to avail themselves of USMC service 
at reasonable cost. 

In making the announcement United expressed its 
intention to continue its efforts to provide the shoe 
manufacturing industry with the best in machinery 
service, including production engineering facilities and 
general shoemaking assistance. 

- * * 


Two for One Stock Split, 
Dividend Increase by General Shoe 


GeNeRAL Shoe Corporation has announced plans to 
split its common stock two for one and to increase the 
dividend in April. 

The Board of Directors has approved the submission 
956 


of a proposal to increase the authorized number of 


to stockholders at the annual meeting on March 5, 


shares of common stock from two million shares, $1.00 
par value, of which 1,074,329 shares are presently out 
standing, to five million shares, $1.00 par value, and 
to split each of the outstanding shares of common 
stock to two shares of $1.00 par value each. 

Subject to approval of the proposal by stockholders 
at the annual meeting, the management intends to rec- 
3714 cent 


quarterly cividend be paid on the new stock in April, 


ommend to the Board of Directors that a 


1956. This would be equivalent to 75 cents quarterly, 
or $3.00 annually, on the presently outstanding shares, 
as compared with $2.50 annual dividends paid during 
the last nine fiscal years. 

ihe board also authorized the filing with the SEC 
of a registration statement with respect to a proposed 
offering to the public, prior to the proposed stock split, 
of 160,000 shares of the company’s presently authorized 
but unissued common stock through a group of under- 
writers headed by Smith, Barney & Co, The proceeds 
of the issue will be used for general corporate purposes. 

The board also authorized the simultaneous filing 
of a registration statement with respect to its employees’ 
stock purchase plans covering 12,000 additional shares 
of presently authorized but unissued common stock and 
24,000 outstanding shares representing stock to be 
purchased from time to time in the open market. Filing 
of these registration statements were subsequently re 


ported from Washington. 
o o * 


Salesmen Seek Tax Law Changes 


SALESMEN are asking Congress for changes in the 


tax laws which they claim would eliminate undue hard- 


ships imposed under existing laws and regulations. 

The National 
is asking the Committee on 
Revenue Taxation to recommend that laws be changed 


so that: 


Bureau of Salesmen’s Associations 


Senate-House Internal 
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Salesmen could treat a two-year period as an eco 
nomic unit and average income on that basis for tax 
purposes, since salesmen’s income fluctuates. 

Laundry expenses could be considered part of travel 
expenses, 

Self-employed persons be given the right to establish 
their own pension plans and that contributions to the 
plans be deductible in a limited amount when paid and 
taxable in the years when benefits are received, (A bill 
to accomplish this is pending. ) 

\ traveling salesman be treated as an employee rather 
than as an independent contractor, so that he can get 
accident and health benefits, death benefits and pension 
and profit-sharing benefits. 


Q ow 
A, C. Lawrence Leather Co. Signs 
Two-Year Contract with Union 
Necor A TIONS between the A. C. Lawrence Leather 
Co. and the Leather Workers’ 
AFL-CIO, and its Lo al 33. 


cessfully completed with the signing of a new contract 


at the Hawthorne Hotel in 


International Union of 


America, have been sue: 


Salem, covering approxi 
mately 1350 employes. 

The 
1955, provides for one wage re-opening 
that The 


provides for a wage increase averaging B.3¢ pei 


new two-year contract, effective December 5 


which can be 


used one year from date. contract also 
hour 
and an increase in hospitalization coverage from $12-a- 
day plan to a $15-a-day plan. The company will con 
tinue to pay the entire cost of hospitalization insurance 
for all employes and their families. 

Union representatives signing the agreement were 
Richard B. O’Keefe, president of the Leather Workers’ 
International Union of America, AFL-CIO 
Walsh, president of Local 33; James L 


president of Local 33; and Thomas J. Hallinan, busi 


Thomas J 
Dunn, vice 
ness agent. The company representatives who signed 
the agreement were George C, Carruth, assistant general 
superintendent; Max M. Munro, assistant to the superin 
() Con 
Calfskin 
Division and Thomas J, Walsh, assistant to the superin 


tendent of the Side Leather 


tendent of the Sheepskin Division; Thomas | 


nell, assistant to the superintendent of the 


Division 
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Holiday Buying Hits New High; 
Shoe Trade Shares Moderately 


A FABULOUS Christmas business at retaii surpassing 
not only all previous records but also the expectations 
of merchants themselves, pushed retail dollar sales for 
1955 to a new peak of $105 billions—-15 billions more 
than 1954, according to an estimate by the Chamber of 
Commerce of the United States, 

While 
Christmas feast to the extent that most other apparel 
best 


business 


shoe business doesn’t normally share in the 


usually shoe 


figures of the 


December 


chalks up the 


Shoe 


items do, 


store sales year, store 
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fur December, 1955, was reported generally better 


than usual. Comments of a cross-section of retailers 
interviewed by the Recorpver indicated that sales for a 
considerable number went way ahead of their antici- 
pations., 

Sales by apparel stores ran about 5.3 per cent ahead 
from January through October. Shoe stores and family 
clothing stores have shown the greatest gains—13 and 


11 per cent, respectively, for the first nine months. 
Total apparel store sales for 1955, when figures are 
all in, will probably amount to $10.7 billion. 
Combined retail sales of three types of businesses 
which get most of the Christmas trade-——general mer- 


chandise stores, apparel stores, and furniture and appli- 
for the first 10 months of 1955 were 7.2 
At this 


Domestic Distribution Department, Chamber of Com- 


ances stores 


per cent ahead of last year. rate, says the 


merce of the U, S., sales for these three groups of 
stores in November and December of this year would 
equal approximately 10 billion dollars, with the total 


for the year amounting to an estimated 41 billion. 


Department Store Christmas Sales U p 
Department stores account for about 61 per cent 
of total sales of general merchandise stores. On an 
average, department store sales in the Christmas season 
were estimated to be at least five per cent above last 
Christmas, with many stores anticipating even larger 
increases. Many stores spent more for Christmas pro- 
motions this year than last year. 

Sales by department stores in the first 10 months of 
this year were nearly 6.8 per cent above the same 
period last year. Department store volume in November 
ber and December of last year amounted to a combined 
total of almost $2.6 billion. A five to seven per cent 
increase in sales in the final two months of 1955 will 
indicate an increase in Christmas sales this year over 
1954 of from $130 miilion to $180 million. Total de- 
partment stores sales for the year may hit a peak of 
$11 billion, or about $1 billion more than last year. 


Consumer Incomes and Credit 

Of the major retail trade groups, furniture and appli- 
ance stores showed one of the highest increases in 1955 
sales. As of November they were 10 per cent above the 
first 10 months of 1954, Sales by furniture stores in the 
first nine months of 1955 were reported to be 18 per 
cent higher than 1954. At a 10 per cent rate of increase, 
sales for furniture and appliance stores will amount to 
around $10 billion in 1955, with about $2 billion in 
sales occurring in the Christmas-buying months of 
November and December. 

The national chamber attributes the high volume of 
1955 retail sales to higher personal incomes and _in- 
creased use of consumer credit. Personal income in 
September of this year reached an annual rate of 
$307.5 billion, or almost $20 billion more than in 
September of 1954. Outstanding consumer credit in 
September of 1955 amounted to $34.3 billion, or $5.4 
billion more than in September of the previous year. 
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Congress to Receive Proposals 
For Flood Insurance 


SPECIFIC legislative proposals providing for insur- 
ance against flood and other disaster damage are to be 
offered to Congress by the Eisenhower Administration. 

Existence of a tentative program for protecting 
industry and individuals against ruinous property losses 
has been revealed by the Budget Bureau, This program 
may be changed in some respects before an implement 
ing bill is written, and the finished plan will have to 
compete with various pet schemes to be presented by 
the lawmakers next year. 


The 


private 


Administration contemplates cooperation by 


insurance companies, which would sell the 
federal insurance and settle claims. In general, insur- 
ance firms have stayed clear of such coverage as flood 
insurance because of the potentially great losses 
involved in disasters affecting entire regions. 

Also included in the present tentative plan are: 

1. An initial limitation of perhaps three years on the 
government program, 

2. A specific ceiling on the amount of insurance 
written during this experimental period. 

3. Broad government authority to fix rates. There is 
no acceptable formula for this action, because actuarial 
data are lacking. 

1. A limit of $250,000 to $300,000 on the amount 
of coverage available to any one firm or individual. 


5, A 


premium cost of the insurance on their business in 


requirement that owners carry part ol the 
ventories, real property, and farm crops, growing and 
harvested, No coverage for personal property would be 


offered. 


Beggs & Cobb Strike Ends 


Tue strike which idled more than 600 workers at ‘he 


Winchester (Mass.) tannery of Beggs & Cobb, Inc.. 
for eighty-six days came to an end on December 3] 
when workers voted to ratify a new two-year contract 
between the company and the International Union of 
Workers (CIO), Local 22. Voting was at a 
meeting at the Woburn High School 
auditorium under the auspices of Ernest A. 
Massachusetts 


Leather 
union mass 
Johnson. 
Labor 


Commissioner, Department of 


and Industries. 

“The new agreement,” according to G. Burton Davy, 
president of the tanning company, “marks a substantial, 
constructive advance in our labor-management relations. 
It introduces modern industrial management methods. 
In my opinion this adoption of soundly engineered 
production standards, such as those embraced in our 
newly negotiated agreement, offered our only hope fo1 
staying in business in Massachusetts and competing 
with tanners of the mid-West, West and 
north-Central areas.” 


as we must 
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& 
Yes, 1956 1s the era of smart » 
oy 
travel—by land, by sea, by air 
%, J 
and men who appreciate the finest 
ppre A, 
- * 
choose shoes of leather for both te 
style and solid comfort. ypical \ <9 


are these 2-eyelet LO-LINE oxfords 

manufactured by Albert H. Weinbrenner Co 
Milwaukee, Wisconsin 

using fine TOMAHAWK leather 


by R 1eping! 


SHOES: Style No. 1784 
By Albert H. Weinbrenner Co 


Milwaukee, Wisconsin 


LEATHER: Rueping’s TOMAHAWK 
Color No. 1523 


vy 
ondshi 
SHOES OF QUALITY FOR MEN 


RUEPING 








FRED RUEPING 





LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A 


~ Beckwith ~ 


; combines ; 


‘three companies. 
, into a 


modern tlexible unit 


Beckwith Manufacturing Company announces merger with its 
wholly-owned subsidiaries, Arden-Rayshine Co. and Felt Process 
Company. The business will continue its operations under the new 
name of Beckwith-Arden Inc. * 


* 
A new modern plant, designed and conditioned to permit the most 


. . . . ° . . 
efficient utilization of manpower and equipment, will augment 
. . * 
production of the widest range of advanced box toe styles and 


° ° o 
materials ever available to the shoe manufacturer. 


The sales personnel remains unchanged, but service to customers 
will be expedited all along the line 
o 


Beckwith-Arden Inc. 


203 Arlington Street - Watertown, Massachusetts 


SUBSIDIARIES AND AGENTS 
SUBSIDIARIES. Beckwith Mig. Co., of Wisconsin, Milwaukee * Beckwith Box Toe, Lid., Sherbrooke, P.O. , Canada 
Victory Plastics Co., Hudson, Mass. * Safety Box Toe Company, Boston, Mas 


a ee 


AGENTS: Wright-Guhman Co, St. Louis, Missouri © Dellinger Sales Co., Reading, Pennsylvania 
The Geo. A. Springmeier Co, Cincinnati, Ohio * Factory Supplies, inc Milwaukee, Wisconsin 


EXPORT. Raiph S Wilder & Sons Co, Boston, Mas * Colin Bailey, Port Elizabeth, South Africe 
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Make ‘56 your biggest “growing year 


the fastest-growing quality line 
for growing feet 


Stepper 


More sales, more profits, more repeat customers! 
That’s Little Yankees’ record with retailers, and 
56 promises to be better than ever. 


Be sure you're ready with the complete 
line of tot-to-teen styles for Spring. The 
Yankee Shoemakers will back you up with 
ads and aids and the fastest in-stock 
service in the business! SO. . . let’s get 
growing! Write or wire 


THE YANKEE SHOEMAKERS 


NEWMARKET, NEW HAMPSHIRE 









Box ‘Tées 
Pregerve the Beauty of 
the Te Contour —— 


Shoe manufacturers rely on “Celastic” to re produce 
the fine toe character of the last and to provide 


wrinkle-free toe comfort for the life of the shor BOx TOES 


UNITED SHOE MACHINERY CORPORATION - BOSTON, MASSACHUSETTS 
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Rain stens are made only by B. F. Goodrich and 
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the carriage era... 


heautifally interpreted by 


sae s 4 
ny 


Fresh note in the fashion picture: stripes. 
Our designers took an imaginative view of 
color to bring you boots with tremendous 
eye appeal for your windows and counters. News here in the V-throat—the speciall Rain-steps re-register the elegance 
woven, exclusive fabric — elasticized to in carriage era with a sparkling nailhead ef 
sure trim, snug fit even over spike heel on this boot. The carefully designed 


again assures that smoot! leek fit 


1956 Rain-steps introduce inother ¢ Sei maintaining the 
tomer-satisfying mumber new valet customer ippreciate 


proof all rubber over-the tocking boot i collection of authentie tartar 
Lined with “Estron pile orextra wat ing Black Watch and Blach tu 


See how the same advanced styling and 

bold use of color make children’s boots 

more promotable. In all-rubber, fabrie and 

molded Koroseal (washable inside and 

out). Novelties for teen-agers, too, THIS 1S ONLY A PART 
1956. It will be extensively ti 


and in local new paper Dont commit 


Hood Rubber Co., Watertown, Mass. until our salesman arrives with the 





only AIRTEMP 
WATERLESS 





“Packaged” 
Air Conditioning 
can give you all 





of these big advantages! 


ie] 100% Waterless Cooling—Airtemp waterless 
packages use no water whatsoever—only air 
and electricity. You never have to worry about 


summer water shortages! 


2 | Quieter Cooling—in most installations, the 
Airtemp condensing unit can be remotely located 
—on roof, in storage room, basement, or out- 
side building. All sound of air conditioning is 
kept outside the area to be cooled! 


Costs Less to Operate—no water bills to pay 
for air conditioning the Airtemp waterless 
way! And years-ahead Chrysler engineering in 
every detail is your assurance of highest oper- 
ating efliciency. 


4 | Costs Less to Maintain—no water leaks, no 
water scale problems. No cooling tower “‘clean- 
outs” because no cooling tower is necessary. 
And a longer-life of trouble-free service is built 


a ce ee) 


into the famous sealed Airtemp radial com- 
pressor which operates without vibration. 


Gg Greater Flexibility of Application — versatile, 
matched units in the broad Airtemp waterless 
line may be installed in a variety of ways to 
provide the best answer to every applica- 
tion problem. 


G Expert installation and Service—your nearby 
Airtemp Dealer is a factory-trained air con- 
ditioning specialist. You can rely on him to 
install your equipment properly. And, long after 
the job is done, you can rely on him for prompt, 
efficient service. 


Guaranteed Dependability — all Airtemp 
“‘Packaged’’ Air Conditioners are precision- 
engineered. Each unit is factory-tested before 
shipment. And dependability is further guar- 
anteed by a 5-year warranty on the entire re- 
frigeration circuit! 


Phone your Airtemp Dealer now 
(he's listed in the Yellow Pages) for a . 


free survey of your air condition- 


ing requirements 


Or write Airtemp 
Division, Chrysler Corporation, 
Dayton, 1, Ohio. 


DIVISION 
CHRYSLER CORP 





the really complete line for 56! 


THE 
FORWARD LOOK 
IN 


AIR CONDITIONING 


AIR CONDITIONING °* 


HEATING FOR HOMES °* 


Airtemp gives you a big choice in both waterless 


and water-cooled packaged air conditioners 


13 sizes from 2 H.P. to 3OH.P. 





BUSINESS * INDUSTRY 





FABRIecushon 


adds a plus to fashion 
for Valentine shoes 


The plus of comfort! That’s one 


of the beauties of FABRIcushon, 
the unique process that fuses foam- 
to-fabric for upper lining as well as 
inner soles. Even a stitched and 
sculptured vamp—lined with 
FABRIcushon—means a cushioned 
shoe that can’t rub or cut. 


The plus of fit! That’s another 
beauty of FABRIcushon. FABRI- 
cushon gives a shoe a never-before- 
possible glove fit. Makes a shoe that 
hugs the foot. without a slip! 


THE KENDALL COMPANY 


The plus of coolness! So porous 
you can actually breathe through 
FABRIcushon. Wherever it’s used 
in a shoe, it gives cool comfort 

That’s why in just 2 short years 
FABRIcushon has bec ome stand 
ard for the industry, the choice of 
industry leaders . . . for men’s, 
women’s, children’s shoes, from 
high styles to sports styles. 

FABRIcushoned comfort is sell 
ing shoes. Make sure it’s selling for 
you. Ask for it. Feature it. 


ANDREWS-ALDERFER DIVISION 


1055 Home Avenue, Akron, Ohio 


Representatives in Boston, Carlisle, Chicago, Cincinnati, Detroit, Los Angeles, Milwau 
kee, Nashville, New York, St. Louis. M'f'g. affiliates in Toronto, Canada; London, Eng 
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FABRIcushon 


PROCESS Patinito 


fabric-to-foam wedded forever 





“Boot and Shoe Recorder is proving 


its effectiveness as a powerful 


advertising medium for Sebago-Moc” 


says: John Marshall 


Sales Manager 
Sebago-Moc 
Westbrook, Maine 
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Mr. Everit B, Terhune, Jr. 
Boot 4nd Shoe Recorder 
Chestnut 4nd 56th Streets 
Philadelphia 39, 


Pennsy lvanj a 


Dear Mr. Terhune: 
Boot 4nd Shoe Recorder is certainly Proving lts ®ffectiveness not only 
as a POWerfy) 4dvertising medium but 4S a “low cost Salesman» for 
Sebago-yoos 
As you know, we recently ran g S@ ries of three-~cojop, front 4nd back in- 
Serts in your Publication. These SCvertisement. NC ludeg the eXpan- 
Sion of Sebago: Ss Children: « line 4nd the ‘Ntroduction Of three hew 
Styles for women, 
Results from this S@ries have been most bratifying Not Only have we 
received Se@vera] hundred direcy Orders . 4nd they “re stil) Coming in | 
but MOSt of this business 1S from new 4C€counts, Some SUDStantia) In size 
and Volume, 
We 4ppreciate the Service and “OODerat ion YOu hava slven ys Nd oyy 
agency, Reilly, Brown & Tapply In the handling Of thi. Series ana our 
Other regularly Scheduled 2dvertisement. In Boot 4nd Shoe Recordey 
Sebago-moc has been a COnSistent 4dvertiser In the Recordey for nr iny 
years, The results Of our regularly Schedu] eq advert j ement Plus the 
resounding Success Of our recent Promotion Se@ries have Proven the wis. 
dom Of our Judgment. Is it any WOnder that we slve a 600d share Of the 
Credit to Boot 4nd Shoe Recorder for helping US to ®Stablish Sebago-yo 
4S The Fastest Growing Line of Moccasins In the Country Todayo 
Many thanks: 


Cordial}y Your 
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More 


Again in °56 


Dealers Will Prove 


“THERE’S NO BRAND LIKE YOUR OWN” 


EVERY 
JUVENILE SHOE 
REQUIREMENT 
PROMPTLY 
FROM IN-STOCK 


1295 
5, 


Bo 


PURITAN WELTS 
(PRE-WELTS) 
GOODYEAR WELTS 
ARCH SUPPORTS 


TO RETAIL PROFITABLY 


aii a general industry-wide 


rise in prices, Ephrata is happy to 
announce that its dealers are currently 
receiving their Spring 56 orders with 
no increase. This is most significant 
since it demonstrates the close 
relationship which Ephrata maintains 
with its dealers, and Ephrata’s ability 
to deliver the finest quality Juvenile 
Shoes at prices which reflect their 


true cost of production. 


Working on a firm foundation of 
Quality, a broad style base and an 
unusually strong size and width 
structure, Ephrata Dealers formulate 
their own merchandising, advertising, 
and price policies while building a 
brand name in which they have the 


first interest. 


Do the Juvenile Shoes you are 
selling offer such flexibility and 
protection? If not, you should join 
the ranks of the more than 2,000 
satisfied dealers who sell Ephrata 
Shoes under their own brand names. 
Write or wire today for further 


particulars. 
$4.95 « $5.95 + $6.95 


Write for Catalogue 


Shoe Company errunata + PennsyLvanis 
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the Quality Line 
that gives you 


Wai into volume sales with American Juniors 
_., the shoes that have stormed 
the country in popularity for tots 
to sub-teens . . . first in style, value and fit 
Fast action, too with our 


unbeatable in-stock service 


suggested retail for most styles 


g 4° s 6”° 
to 
Write us for franchise for your city. 


Send for our catalog today 


AM ERICA JUNIORS S HOE 
ONE ISLAND STREET, LAWRENCE, MASS. 
Division: Consolidated National Shoe Corp 
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MD122 


riple Shelf Displayer 


... that increase | le 


GwD7 
P | bc’ 7 > Double Plateau (,roup 
Sales ale me 


Customers’ Chat 


our specialty! ae 


WS239 
Hosie ry Me re h andiser 


WS$236 6 ft. Counter 
WS$237 4 ft. Showcase 


Retatlers 


A few of the hundreds of different fixtures 


we make to... help sell shoes. Window 
fixtures, stools, chairs, displayers . . . what- 
ever your needs are...can be supplied by 


American Fixture, Inc. 





American Fixture cooperates with shoe 
manufacturers in designing and manufac- 
turing a complete display line. A complete 
fixture merchandising program can be 
developed for you. 

We are [ ] Shoe Retailers [| Shoe Manufacturers 


Please send us complete information: 


Firm Name 
ro Your Name 
AMERICAN FIXTURE inc. Street Address 


2300 LOCUST STREET © SAINT LOUIS, MISSOURI 


New York: 11 W. 42nd St Chicago: 220 W. Adams St 
New York 36, N.Y Chicago 6, Ill 
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Pro-tek-tiv Shoes will not slip at 
the heel or gap at the sides 


Pro-tek-tiv’s skilled shoe-making 
and expert material selection give 
your customers smart styling and 
longer wear 


Pro-tek-tiv's built-in heel wedge 
helps keep young ankles straight 


Pro-tek-tiv’s fine quality upper 
leathers will hold their shape and 
polish to a beautiful lustre 


Pro-tek-tiv’s rugged scuff-proof 
fip is stitched over a full vamp 
not pieced together as in ordi 
nary shoes 


Pro-tek-tivy leather soles are the 
very finest because only top qual 
ity leather is used 


(O:TEK:TIV hes SELLING FEATURES that make 


sense to parents and more sales for dealers ! 


How hard does your present children’s 
shoe line work for you? Are you getting 
the extra business that the children’s 
market offers today? Don’t be satisfied 
with a shoe that just “holds its own” in 
an expanding market. Bring those new 
customers in, and pile up those impor- 


Prices 

B-—$3.50 1 
To Retail 
B—$5.95 I 


$4.10 C—$4.70 M 


$6.95 C—$7.95 M 


$5.30 


$8.95 


Write us today for our new Spring Catalog. . 





tant repeat sales with Pro-tek-tiv, the 
shoe with the built-in features that give 
you more sales ammunition. Not just 
“talk” but important features that mean 
a better all-around shoe with more sales 


building possibilities. 


GG—$5.95 


GG—$9,95 


. our Repre- 


sentative will be glad to call with the complete Proeteketiv 


line—both welt and cement construction. 


fine Quality children’s shoes since 1882 


Curtis Stephens Embry Co., Inc. 


Reading, Pennsylvania 


Pro-tek-tiv has a pretty 
profit picture for you! 
| MARK-UP.... 41% 


DISCOUNT....5% 


(30 Days f.o.b. Reading) 


ADVERTISING,, 


ALLOWANCE 0 3% 





LMekios 


goes 


Italian 


4a" 


...-the new Italian softee in the 


true American Moccasin tradition 


The softest, lightest shoe imaginable—styled in 
the Italian manner—but all-American in its feather-light, 
wrap-around moccasin construction, Available now 


in a full range of contrasting pastel shades. 


IN-STOCK FROM YOUR LOCAL HUSKIES DISTRIBUTOR. 
TO RETAIL PROFITABLY AT*4.-99 


HUSSCO SHOE CO., 1328 Broadway,N.Y.C. « Factories: Honesdale, Pa. - Canada West Shoe Co., Winnipeg 
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Extrasoft rubber heel 


Feels twice as soft as ordinary rubber heels 


HE B. F. Goodrich EXTRASOFT heel is an entirely 
new kind of heel. It feels twice as soft as ordinary rubber 
heels gives far more comfort Buyers feel it, like it im 
mediately 
Another new feature is the EXTRASOFT heel’s light 
weight -it weighs so little it actually floats in water. This 
too means easier walking, more comfort. The EXTRASOFT 
heel is made for men’s shoes in black and brown. 
It has the B. F. Goodrich wood core that gives manufactur- 
ers important benefits, Wood core reduces ‘‘cripples’’ because 


46 


there's no problem of missing heel seat nails ‘this also gives 
a tight edge making the heel an integral part of the shoe 


All of these features help you make a better shoe —-one 


that is easier to sell 


NATIONALLY ADVERTISED SHOE PRODUCTS 


B. F. Goodrich 


INDUSTRIAL PRODUCTS DIVISION 
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GENUINE AUSTRALIAN 
Kangaroo 
SHOES FOR WOMEN 


...at a price that's 
really “down under” 


Style #8570. Black glazed 


Kangaroo, stocked in B, D, id ee a 
EE widths, sizes 4 to 10. iad ee ade 
) ONLY 
RETAIL 


This is not a sale price .. . but these well styled, 
j Style #8594, Bliaci 


Kanga stocked inB, D 


well made Kangaroo Shoes sure are worth pro 
EE widths, sizes 4 to 10 


moting at $4.98 and $5.98. That's just about half 
what customers expect to pay for shoes of this 


quality, made of genuine Australian Kangaroo 
Just look what you're offering your customers in Here's a year in, year « 


these Walkrite Kangaroo Shoes CES AEA el 


it, and keep buying 


there. Be the shoe man in yo 


« The lightness, comfort, good looks and 


long wear of Kangaroo Leather. peones Som Watksiee Rangeo Shoe 


Wire COLLECT for In-Stock Catalog 


« Perfect-fit combination lasts. 
and complete information. 


+ Steel shanks. 
ALL WALKRITE Styles are IN-STOCK 


« Airfoam innersoles. 
FOR IMMEDIATE DELIVERY 
« Everlite outersoles. Check Catalog for sizes and widths 


BARCLAY SHOE CORPORATION (Div. of Orange Shoe Mfg. Co.) Orange, Mass. 
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a full profit 
on every sale 






































Why go at juvenile sales the “hammer and tongs” 
way — low profit on a highly competitive line — when 
you can sell an unsaturated, franchised shoe like CHILD 
LIFE and build volume at a full profit. 

Here are regular shoes for normal feet and “correct” 
shoes for ailing feet with the style factor mothers admire, 
the performance features mothers want, and the price 
ticket mothers like . . . the three essential elements that 
help you close sales quickly. Even more, CHILD LIFE 
stores are limited one to a shopping area so that these 
fair-traded shoes for children become “the private 
brand” of the dealer who sells them. That’s why nearly 
1700 neighborhood retailers are now building juvenile 
sales on a CHILD LIFE foundation — and they’re earning 
solid profits doing it. 

If this idea appeals to you, and there is no existing 
CHILD LIFE dealer in your area — you are invited to 
phone, wire or write for full information. 












































HERBST Shoe Manufacturing Co. 


MILWAUKEE 45, WISCONSIN 
New York Office — 557 Marbridge Bidg., New York 17, N. Y. 
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BUSINESS INSURANCE 


Facts, figures, statistics and records will indicate 
just how we fared in 1955 and there is no doubt 
that a profitable lesson can be learned from the 
serious study of these operations. 


Along this same line of thinking, Daniel R. 
Blount, Sales Training Director of the Interna- 
tional Shoe Company in St. Louis, Mo., says: 


“The highest form of business insurance is vigor- 
ous, continuous, constructive selling. The moment 
that deteriorates, erosion sets in from without 
and hardening of the arteries from within. 


“Today, in the midst of a great boom, the shoe 
industry is in a hot competitive battle for con- 
sumer attention and for the consumer dollar. 


“The shoe industry has two choices—either to 
step up efforts to maintain and increase shoe sales, 
or be shoved into the background by the terrific 
sales drive of other industries. 


“Marketing experts agree, just as smart shoe man- 
ufacturers and smart merchants agree—the shoe 
industry is under advertised, under promoted, 
under publicized. 


“More advertising, more promotion and more 
publicity can help the shoe industry expand its 
market. These efforts should be both individual 
and collective. Together they will stretch the 
market.” 


Here is a path to a better understanding and 
appreciation of the potentials within our industry 
and the ultimate goal can very well be the most 
successful business operation to date. 


DS 


Editor Emeritus 


Boor ano Suoe Recorper 
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MOTHERS IN YOUR CITY 
WILL SEE THIS AD 


AT 


\\ one toll 


VAISEY-BRISTOL SHOE COMPANY 


MONET IT Mi JU RI 





*% 


‘ABSINTHE “63 A 





y 77 FOOT SAVER 
THE JULIAN & KOKENGE CO. 
COLUMBUS, QHIO 


* 
$ * , 
rg 


~~” S > 


QUALITY CALF LEATHER 


GIRARD © OHIO 


ca 
a 


A vig “ 


“delicate pastel aniline— 
real excitement in neutrals— 
a magnificent leather 


at 
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Washington 








Higher Freight Rates 


“dood To Us... 


Handbag. Pocketbook Imports 


More All-Time Highs 





Newsreel 


by George HU. Baker 


The nation’s railroads are asking the Interstate Commerce Commission 
to grant a seven per cent increase in freight rates If the request is 
approved by the LCC shippers will be paying out about $500 million a 
year more than they are now 

\ number of manufacturers plan to increase their selling prices to 
compensate for any higher rates approved by the 1€¢ In most case 
they state that thei: present relationships between costs and selling price 
do not permit any further absorption of higher costs 

The railroads say higher rates are necessary to offset the 16% cent 


per hour Wave increase recently recommended hy i White House railroad 


wage study board 


Vany businessmen who come to Washington to serve theis overnment 
undergo some rough financial beatings Heres a recent example cited 
hy Rep Oliver Bolton, R., Ohio 

Maurice H. Stans recently joined the kisenhower ‘Team = a Deputy 
Postmaster General. Here’s how he “profited 

In accepting the SI17.500-a-year sub-Cabinet post Vii Stans took an 


6O per cent salary cut. He resigned from the boards of six corporations 
he quil as executive partnet of Alexander Grant and ¢ ormpan faccount 
ants), and to avoid any suggestion of “conflict of interest.” the Post Offices 
cancelled its management contract with the firm. He also had the expense 
of moving his family from Chicago to Washington 

Despite all this, Mr. Stans feels strongly that his ney 
a personal sacrifice. He says 

“My father was an immigrant: my mother lathes ) immigrant 


The eountry has heen rood to us and | belie ewe oo tomore than 


merely paying laxes 


The &.S. Tariff Commission will investigate imports of leather handba 
and pocketbooks to see if these articles are bein rrp rled ut 


is to cause harm to the domestic industs 


\ public hearin on the probe m will be held b 
in Washineton May 15 


Domestic manufacturer of women 


' 


por kethbooks complain that import 


volume a oO Cause ra jar o thei 


Another 12 > months 
demand and buttressed 
making. most Washington 
\ record output of oods and 
fully-drawn government tudies indicate that c¢ 
sign up tor new home new automobile 
nishings at or near the 1955 volume 
Inventories probably will rise a 
for most industries. were on the low st ‘ d high consumption 
will tend to hold inventories down 
Personal income is flowin the annual rate of WOU 100 billion 


another all-time record 













Washi mnagiap an Newsreel ®@ @ @ (continued) 





Some further price rises—both industrial prices and consumer prices 
are in the offing, the government is pointing out. These coming increases 
are delayed reaction of the 1955 cost increases in steel, copper, aluminum. 


and other key industrial commodities. 


Deducting Flood Losses Vethods for deducting losses on business and non business property dam- 


aged or destroyed by disasters such as last Summer's floods and hurri- 
canes are explained in a new booklet published by the Internal Revenue 
Service, 

“How the Federal Income Tax Applies to Losses From Hurricanes, 
Floods, and Other Disasters.” is available at all local IRS field offices, and 
from the main office, Washington 25, D. C. 

Among the pointers in the booklet: 

Losses are deductible only in the taxable year in which sustained 
regardless of when repairs are made or when insurance is collected: 

kixtensions are available when actual loss cannot be determined im- 
mediately ; 

Burden of proof of loss is on the taxpayer: 

Deductible non-business losses include shade and ornamental plant- 


ings only when their loss affects the value of the real property. 


Company Books and Unions How management may protect its financial records during employee pay 
disputes will be decided soon by the U. S. Supreme Court. 

The high court will determine whether a company is within its rights 
in refusing to open its books after notifying a union that it cannot meet 
full demands for a wage raise. 

Unions and the National Labor Relations Board argue that employers 
are compelled to convince workers that pay demands cannot be met. 
Employers, however, hold that forced opening of company records would 
violate management rights and reveal private business information to 


competitors, 


Imports Must Be Labeled The Federal Trade Commission is warning wholesalers and merchants 
to be sure that imported goods are marked in such a way that the cus- 
tomer has a reasonable opportunity to discover if they are made in this 
country. 

The agency also is warning consumers to be on their guard, A growing 
number of complaints has been received in Washington. 

Problem of marking foreign-made goods is increasing as the volume 
of imported goods entering this country continues to mount under relaxed 
trade barriers and generally peaceful world conditions. 

Complaints have been received from retailers who unknowingly pur 


chased imported goods from wholesalers, as well as from consumers. 


An Ilegal Element of Chance Offering a money-back guarantee is no defense to a charge of promoting 
the sale of merchandise by means of a game of chance or a lottery scheme, 
the Federal Trade Commission rules. 

In a recent opinion, the FTC issued a cease and desist order against 
a firm, ordering it to stop supplying to its agents and distributors “pull- 


[TURN TO PAGE 80, PLEASE | 








dwards 


Tne SHO# FOR CHILDREN 


Edwards style leadership is the result 


of constant striving to create shoes that 
will please youngsters and parents too. 
There's an Edwards style for every youthful 
occasion .. . and they’re the best sellers 
with Edwards dealers season after season. 


CONVERTIBLE 
in Black Patent 





etition ? 


dieys doesn’t have any! 


Pretty underwhelming statement isn’t it! But let's see. 
Webster says: COMPETITION, “is a contest between rivals.” 
RIVALS, “one of two or more striving to reach or obtain that 
which only one possesses.” 
What Heydays has is RIVALS .. . those unable to originate selling patterns. 


Our regard for self, encourages us to style our own shoes, and our 
regard for retailers and our resentment of the cost to them of the 
various “special deals” makes such concessions of no interest to us. 


Heydays competition, if any, is not a shoe... it is “THE DEAL”. 
CONSUMER ACCEPTANCE begets sales; Consumers 
buy and wear SHOES not deals. That is why HEYDAYS mean more 
and more to CONSUMERS day after day after day. 


STRATA 
HEYDAYS SHOES, INC © 2032 LOCUST STREET #* ST. LOUIS 3, MISSOURI 
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To PHE UNIFORMLY optimistic 
outlook for 1956, H. Hei 
mann, executive vice-president of 
the National of Credit 


Men appends a few observations on 


Henry 
Association 
some of the problems that business 


the least of 
high 


face. not which is 


of 


may 


that maintaining distribu 


= 
@\ 


%) 


2 





KY) 


tion in order to keep in operation 





our tremendously enlarged capacity 


to produce, He Says: 
| 


“Serious consideration must be 


given to selling efforts, sound credit 


programs, good mere handise and 
values and many more factors. In 
our increasing competition, busi 


ness will be put to it to maintain a 
of 


dollar of sales as well as the overall 


satisfactory margin profit’ pes 


profits. Large businesses in the past 
vear established all-time peak prof- 


they these 


its. Can maintain in 
19567 It is doubtful. They will be 
forced to use every ingenuity to 
keep sales up and costs down. A 
real buyers’ market is nearer at 


hand. Because of the need of get 
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ting large economical production 
and distribution, undoubtedly the 
merger trend will continue Lhe 
need of CCONOMY of operation and 
the necessity of diversification will 


also be an impetus to more merge! 


Ihe most modern equipment will 
have to be used to keep production 
costs low In many instances, for 
eign competition will be more of a 
factor than it has been in the past 
few vears 


Cu ARLES LIPPINCOTT. who be 
1905 stock 


Shor 


his career in ads a 


boy with the former Coward 


Auuiver We4 
si 


Si 





. 
\ wa AS 
New 


may ed 
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store Greenwich Street in 


on 
York City 


along to salesman, manager of the 


and since then 


children’s shoe department buyer 


of children’s shoes, manager of per 


sonnel and manager of Coward's 
Empire State store on 34th Street 
was tendered a party in celebra 


tion of his fiftieth anniversary with 


When asked his 


on the most outstanding « hange that 


the firm opinion 


had occurred in the shoe industry 


over the 


past 


fifty 


Recorder 


ye 





TRADE 


Vir 
pincott felt that it lay in the field of 


Lip 







children’s shoes. He stated hilt 
years ago, children had absolutely 
no selection, Shoes were built) on 
straight lasts which could be worn 
on either foot. When the heels wor 
down on the right shoe they 
switched them to the left toot t 
straighten the heel 
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7 
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\ 
Frank LOCKHART of Claflin 
Philadelphia, Pa i 
kven though | as tirel 
timistic about the tuture ur | 
ing inventories are not too hea 
I like to give myself a little leewa 
in building inventories. A moderate 
advance purchase of shoes allow 
for some flexibility and a chance for 
improvement when the opportunit 
occurs or a sudden trend chans 
makes us stock consciou 
“One thing seems to be apparen 
shoe retailers are not worried abo 
what is going to happen to the sh 
business, even if there is the pr 
pect of a slight rise in prices I he 












have been through price adjustment 


periods, cautious buying seasons, 
ete. They have more in their favor 
now then ever before People want 
more shoes and the attractive new 
footwear that is available for every 
member of the family has increased 


Whether these 


people vo ahead and buy the shoes 


shoe « GHSCLOUSTIOCSS, 


they like and want in extra pairs, is 
up to the retailer. He has an excel 


lent opportunity of selling these 
There is a great deal in his 


favor the 


shoes 
wanted shoes, the inter 
ested prospective customers, the use 
of powerful and attractive sales pro 


motions, 


tf. 
, zZ 


Wituiam MANOWITZ, president 
of the Hussco Shoe Company, says: 

“I feel that this coming season, 
Spring of °56, will be a period 
where national brands will get the 
increase in the his 


biggest sales 


tory of our country. We are now 
going through a period in our na 
tional economy of complete change. 
This is not a period where a par- 
ticular industry has been affected 
with higher costs and it is raising 
the prices in this particular indus 
try. This is a period when out 
With 


the advent of the dollar an hou 


whole economy is changing. 


minimum and its effect on the whole 
country’s economy, we are living 
through one of the very important 
steps in the progress of this coun 
ry s economy, 
“With the crazy 


are in right now and which will be 


market that we 


vetting more hectic as the next four 
or five months roll on, the un- 
branded manufacturer has a chance 
to grab some extra mark-up now o1 
may never get a chance again in his 
life. On the other hand, the branded 
manufacturer who has spent tre 
mendous sums of money to build up 
in acceptance for his product in a 


work 


harder this next season to keep the 


particular price line, will 


58 


increases down as much as possi 
ble and maintain the quality of his 
product. Instead of using inven- 
iories that they may own at low 
prices to make a killing, for their 
own protection, they will be using 
this inventory to average off thei 
costs so that they can maintain 
price lines as long as possible 
“Retailers will be able to appre 
now. like before. the 


difference between branded and un- 


ciate never 


branded merchandise.” 


Joseru EBERLE of the Eberle 
Tanning Company, Westfield, Penn 
sylvania, says: 

“It has occurred to me that it 
might be exceedingly worth while 
to do some intensive and straight 
thinking 


what we are doing 


about selling—to forget 
and try to see 
what we must do. If the incentives 


which motivate the selling of leath- 


erare inadequate, then we may have 


a great deal to gain from deter 


mining what the right 


should be. If that could be accom- 


plished, then we shall have made a 


start in bringing our merchandising 
into line with the realities and op- 
portunities of the leather business 


in the United States today.” 


4 R. SNYDER of the Snyder Shoe 
Company, Manistee, Mich., says: 


“Keeping up with the changing 


incentive 


siyles is a most serious problem for 
the retailer in the smaller towns to- 
day. It results from manufacturer’s 
dreaming up and nationally adver- 
We have tried to 


keep up with the new creations but 


tising new styles. 
all too often we are left with too 


many short lines. Perhaps, adver- 


tising by manufacturers could be 
directed a littke more to the safer 


We have com luded 


that stocking of more sizes and less 


selling styles. 


new styles is one means of maintain- 


ing a balanced inventory.” 


* . 7 


Joun R. CALDWELL, JR... of 
Caldwell’s, Concordia, Kansas, says: 

“One of the most serious prob- 
lems facing retailers today is that 
With 


ational expenses constantly 


of sufficient mark-up. oper- 
climb- 
ing, it grows harder and harder to 
show a good net profit at the end 
of the season. Manufacturers, in 
setting the retail prices to make 
their shoes a better value on the 
market, are not giving the retailer 
offset the 


markdowns that must be taken at 


sufficient mark-up to 
the end of each season to clear the 


inventory. Today’s retailer must 
have a better maintained mark-up 
each season if he expects to have 
the same net profit equal to a year 
ago. This is, of course, due largely 
to the rising costs of doing busi- 


ness. 
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0. several occasions during the past decade the  ceptance on Ivy League « impuses, is in rick 


Kiltie Tongue has appeared on the men’s fashion with a conservative cut Shawl or Kiltic 


scene and has enjoyed some measure of successful Its toe is beautifully proportioned 
creet: perlorations between two note 


associated with heavier footwear, especially on golf ing which establish 


ind Ve 
promotion, especially in high grade shoes. Usually 


an unusual 


and country types, its use here, on a low quarter free truly new and different 


fitting lightweight slip-on is new and refreshing. This For further information 


style, which is currently enjoying high-fashion a RECORDER 





GIRL - 'S PUP: Special publicity shots like this one helped publicize 


effective giveaway promotion for Pennsylvania retailer 


“Cooperative Means 


iF you are a department store buyer ot independent 


store owner who is getting all the volume he wants out 
of nationally advertised brands, don’t read any further 
This is meant for the merchant who feels there is room 
to do a bigger and nore profitable job with a shoe 
brand in 1956 

It concerns two words that are the most misused and 
misunderstood in store-manufacturer relationships to 
day \nd yet these two words, “cooperative advertis 
ing.” hold the key to inereased traflic and volume for 
the merchant who applies them intelligently in’ the 
oming twelve months 

Before we discuss specific examples of the results 
that cooperative advertising can produce for a store 
let's first see what cooperative advertising is-—-and what 
it is not 

lf you, as a merchant, stock a branded shoe line to 
day, you do it because you feel that it has acceptance 
among your customers, that the name stands for quality 
prestive and value; that it will make it easier for your 
clerks to sell more shoes more profitably. Behind this 
brand name, millions of dollars have been spent to 
make the public aware of it and to bring the custome: 


nto your store to buy that brand 


A nd How It Can Be Used as an Effective 
Key to More Profitable 
Brand Sales at Retail in 1956 


RICHARD D. GROBERG 
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Two Pleasantville, 
York, girls size up Huskies giant moc as 
part of publicity for store promotion. 


GIANT MOC PUBLICITY: 


Veu 


This is where cooperative advertising comes in. It is 
the important link between your store and the manu 


facturer’s brand advertising. It does the local job of 


Integrated 


D. GROBERG 





by RICHARD 


{dvertising Manager, Hussco Shoe Co 





converting national advertising dollars into wrap-ups at 
retail 

It can take the form of newspaper advertising, store 
direct: mail, window and in-store display, and even 
special store promotions. These four techniques are as 
important to the manufacturer as they are to the met 
chant. They protect his national advertising investment 
because without local advertising and promotion the 
national advertising dollar is virtually worthless 

fo make 
back business in terms of store turnover and re-orders 


field are 


and more into techniques to help the retailer reach an 


sure that the national advertising brings 


branded manufacturers in every PONS more 


increasingly larger portion of his local sales potential 
This vear they will spend more than ever before to give 
the retailer the powerful local selling tools he needs to 
cash in on national brand advertising 


Bul here is where too many stores are missing out o1 


nificance of cooperative advertising lo 


Lhie il 





With local 


motion 






integrated advertising, store pro 


is an 


and completes the job for the store 
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extension of national advertising 





many buyers today the words “cooperative advertising” 
a gimmick to stretch out the department s 
This kind of looks 


style and value, but for advertising dollars first. 


are simply 


advertising budget buyer not for 
Today 
he is still the exception rather than the rule, but unless 
hoth manufacturers and buyers change their thinking 
on the importance of true cooperative advertising, we 
will come to a time when the tail wags the dog -when 
the advertising dollar is more important than the line 

Much of the fault for this situation can be laid at the 
the kind of 


a fancy advertising dollas 


brand salesman who tries to buy 


doot ‘ 


into a store with This man 


puts a checkbook down alongside the shoes, and buys 


in order for a few months at a price. The next time 


around he will buy another few months’ orders with 


another advertising check. 
There is no question that the salesman or buyer who 


once ort 


does this is only fooling himself 
weak 


twice 


or his COMLpAnY 


brand salesman can use it as a crutch 
but eventually the store has to switch to another 
brand that can carry its own weight by virtue of the 
shoes and their quality and value 

Here is the true importance of cooperative advertis 
the kind that does not rely on buying distribution 


ing 
but 
really effective local selling job, twelve months a year 

Actually be called 


dvertising 


Lyckioe 


“kick-off” 


actually extends the tools to store to do a 


this should not “cooperative ad 


{ TO PAGE BO, PLEAS! 



































SHOULD YOU 


One of the best ways to benefit from a shoe show is to listen to what is said 
around you. Words fly like Fall leaves in a high wind. Many are meaningless 


Ar EK considerable discussion and 
after looking and mostly listening at 
the 
one most important thing that kept 


recent west coast shoe show, the 


coming to my mind was the proper 
consideration of lines. 

One of the main results of a shoe 
show, paying for those killing long 


halls 


and being jammed into crowded ele- 


walks up and down and stairs 


vators, is what we learn by compar- 
carry at home with 
the lines we see. And LISTENING TO 
WHAT IS SAID AROUND US! 
Words fly at a shoe show like Fall 
Many 


meaningless, but some are worth lis- 


ing the lines we 


leaves in a high wind. are 


tening to. I asked many questions at 
this show of many salesmen, owners, 


operators and buyers, and I noticed 
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but some can be turned to profit. 


that there was more serious compari 


son of various lines than there has 
been for a long time. 

Holding a stock of shoes on your 
shelves and continuing to buy them on 
“blind 
cure way of doing business. 
a stock 


names is something like holding com- 


faith” is not necessarily a se 
Holding 
of shoes in certain branded 
pany stocks sold on the stock exchange. 


Many stocks 


on the exchange and hang onto them 


investors buy certain 
long after it is profitable for them to 
do so, One reason being that they 
are influenced by the number of other 
investors who are holding such stocks. 
But 
unsuitable for the average investor to 
hang onto AT THIS PARTICULAR 
TIME. 


many of these stocks are really 


Hard Thinking 


many investors 


There are average 
in stocks of shoes over the country, 
hanging onto their investments in 
shoes, who are beginning to do some 
hard thinking about their shoe lines. 

How many people hold certain stock 
exchange stocks is not necessarily im- 


How 


dealers carry certain lines is equally 


portant to an investor. many 
unimportant to a man buying shoes. 
And for 


this, due to the difference in dealers, 


there are definite reasons 
areas, and types of trade. The com- 
ments of owners and operators at the 
show about lines pointed out this fact 
more clearly than ever. 

A shoe dealer does not need an in- 
vestment counsellor to tell him what 


lines of shoes to buy or not to buy. 
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HOLD THAT LINK? 


How Long Have You Carried Your Top Lines in Men’s, Women’s and 
Children’s Shoes? Check Back on Your Profits and Ask Yourself If You 
Should Continue to Carry Them. Times Change and the Changes Affect 


He can solve his own problems by a 
very simple process all his own. De. 
laying in doing this can be very costly 
to the individual merchant. Such 
seemed to be the opinion of many 
dealers at the show. 

By going up and down the street 
in his own town, and checking very 
carefully not only the branded lines 
carried by his competitors, but also 
the patterns and detailing of certain 
shoes. a man can discover if firms he 
is buying his key lines from have 
switched to making shoes for some of 
his bigger and tougher competition 
who can sell these shoes at a lower 
price due to greater discounts and be- 
cause certain “ingredients” have been 
taken out of the shoes in the process 


of manufacture. 


Ballyhoo 


sallyhoo about how many thousand 
merchants have made so many thou- 
sands of dollars, for Lord knows how 
long, is no reason why your solid bus- 
iness sense should tell you to continue 
to carry a certain line. Men investing 
good dollars in certain lines of shoes 
should take a good look at the future 
of these lines. 

Shoe prices. along with many other 
things, are advancing. It is also true 
that if you go to borrow money to pro- 
mote what you consider a good buy in 
shoes, you will find yourself paying 
a higher interest rate in most cases. 

Fear of war also causes certain re 
strictions in business that no one can 
measure. Moreover some markets and 
certain lines are saturated and com- 
petition is increasing. All people will 
not buy one make of shoe all the time. 
And regardless of what well meaning 


factory men tell you, there is a point 
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You and Your Business. 


in your area where the market will 


become saturated with a certain line 
end you will cease to get a profitable 
return on your investment. 

Competition is increasing and wary 
merchants are wat hing key lines to 
make sure something new on the ho 
rizon is not cutting into their line or 
lines, regardless of how many other 
dealers over the country are carrying 
these shoes. 

Federal, municipal and state debts 
are pretty terrific almost any place 
you go. kvery newspaper article about 
these debts no doubt affects your vol 
ume much more than anyone realizes. 
ven the rumbles about the Presiden 
effect on 


All these things tend to af 


tial election have their your 
volume. 
fect your merchandising and the lines 
you carry. 
There 
profits which make some of us won 


der why shoe prices should be raised 


are expanding corporate 


when the great shoe corporations 
showed pretty good profits the last 
couple of years. The word went out 
about price increases, and so a St 


Louis strike. Unreasonable? 


Vore Money in Shoes 
There are also record dividend pay 
ments, yet wage scales are at a neat 
record high, we are told, and so are 
The question is, are your cus 


the 


savings. 


tomers putting more money in 
bank than they are spending for your 


feel 


currying the right lines for them to 


shoes, because they you arent 


buy now? 


Don’t forget, they can weat 
their old shoes longer than it is prof 
itable for you to have them do so 
There is a big program for more 
arms, which keeps money circulating 
but too, and 


Kurope is recovering 


by JAY B. SNOW 


while we have spent millions to keep 
them economically on an even keel we 
find 


very 


ourselves competing with 


Life 


companies are putting up new 


will 
insurance 


build 


ings for big company stores and there 


them soon now, 


are record new orders in every line 


Bigger Future Profits 
But merchants buying lines of shoes 
must put their money in lines whose 
favorable or unfavorable aspects have 
been duly considered, taking into ac 
count such points as those listed above. 
mean 


Wise consideration today, may 


gyer future profits 
( 


ompanies change and their changes 
your Just 


a certain line for X 


and business 


affect 


he« ause 


you 
you had 
number of years is no sign it is profit 
able for you to keep on carrying it 


This 


changes in your own area 


might be due too to certain 


Sometimes 
population shifts affect what you sell 


Some lines of style shoes have a hot 


line for three or four years and hit a 


cool one the next Then it is neces 


sary to at least partially replace e such 
a line with something more desirable 
even if you buy some of the old shoes 
the franchise, which 


to hang onto 


might be good again next season. | 
just got through doing this the last 
ino seasons, and now the line is com 


ing back 
built up 


But in the meantime | have 
whose 
had 
This 


are sometimes forced 


another line 
had if | 
to the old line 


sales on 


sales | would not have 
stuck exclusively 
is one way we 
into added volume 


The outlook for 


and lines of shoes changes with time 


certain industries 
F olicies change, management ¢ hanges, 
commit 


the 


advertising 
and it all affects 
| TURN 


stylists change 
ments ¢ hange 
TO PAGE G2, PLEASH 


63 








YOU'LL 


Vational Shoe Institute's new suggested slogan for 
1956 Spring Seasonal Opening, as it appears on 


front page of propose d neu spaper section 


Vew Slogan and Revised Plans to Give Flexibility 
and Fresh Appeal to Former “New in Shoes” Idea 


P; ANS for the nation-wide Spring Shoe Op ning, to 
National Shoe 


designed to meet certain 


be staged under the sponsorship of the 


ly titute ine lude a few ( hanves 


Tthoott in 


seasonal promotion 


The target date 


byection ind bring the 
requirements 


March 4 


wcord with current trade 


or the opening has been set for 


In the case of the Seasonal Opening, now entering its 


fourth year, the original intent and motive of its spon 


to focus consumer attention on the new sea 


date and on a national scale 


shoe On & Sper ifie 


that feeling 


vil 1 simple iis bec ause the veneral 


i that once the consumers had an opportunity to 


iew the new shoes, they would follow through with 


then pure hases 


Put nothing is evel simple There were objec tions 


that have been considered; criticisms——that have been 


erehed suveves tions that have been followed ao 


that what emerges now is the result of some of the best 
thinking in the industry 
objections to the original designation of 


The New in 


‘ onside ie a ( arelully and 


were 
These have hee tl 
the National Shoe Insti 
lute offers merely a suggested caption: “YOULL LOYI 
llth NEW SPRING SHOES.” Merchants 


ther own themes. if they prefer 


| hie 1 


would be 


the there “as Shoes.’ 


now 


can use 


there was the matter of selecting a date that 


suitable nationally——not too early or too late 


and one that would not interfere with the next season. 


ele March | 


Cdyn ning date because it is four weeks before Easter and 


1956, was chosen as the Spring Seasonal 


will thus give merchants an opportunity for a double 


by ESTELLE G 


ANDERSON 


selling season the first Spring lines to be displayed 
and promoted on March 4th and for the ne 
weeks followed by ha ler 


ery well feature the best of the popular numbers 


xt ten days 


or two and promotions that 


might 


is indicated by the sales volume during the Seasonal 


Opening as well as the second line of late Spring shoes 


\s in 


National Shoe Institute has prepared a four-page news 


previous semi-annual Seasona: Openings. the 


prapoed ection complete with editorial material and 


illustrations of men’s, womens and. childret shoes 


In addition, there will be a tip-in sheet that will feature 


which mer 


ad ideas and suggested promotion themes 


chants can adapt to their own needs by merely drop 


ping in the cuts of the shoes they want to promote 


Included too are slogans that put the emphasis on the 


new Spring shoes The second side of this tip in sheet 


will carry interior store and window display sugges 


which can be executed simply 


mal [he 


restricted to the use of 


tions. window cards, et 


and easily by the merchant or his displa 


merchant is not limited o1 


these ideas. They are merely offered as suggestions 


The promotional material mentioned above hein 
the National Institute to 


across the 


mailed by Shoe some twents 
country is well as t 


date. the 


thousand retailers 


five thousand newspapers. Even at this early 
Institute has already received 750 requests from news 


for mats of the frontispiece and the illustra 


papers 
tions 
All the steps to make this Spring Seasonal Opening 
on March 4, venture 
have been taken, in logical sequence, by 


rURN 


1956, a successful and profitable 


the National 


TO PAGI PLEASI 
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People Will Buy W hat They Need Without Advertising But They Will Not 


What You Want 


Buy 


R, ADING, advertisements 


\merican Indoot il 
Winter 
idvertising 


I'\ 


buy why 


lavorite sports 


town and out, Summer and 


‘ht, we pour over the 


ind’ mavazines aze al SC Teens 


yaves telling us whiat to and 

Admittedly, 
idvertisements. This 
shoppers. And they 
of TN and radio 
looks for 


discriminating 


omen are the most 


lol the 


the 


is natural 


are ilso Hs 


lowers ‘rams, So 


pro 


that advertising the liveliest 


is the eriticism 


most 


iught their interest. convinced them of 


ola product, there is a better thar 
it is a selling ad 


This 


to this 


fact granted, what is it that 


critical, buying 


And 
azine a 


mec | 


publi 


selves to nev spaper and mag 


the 
Phe 


the eve 


more people learn through 


word thar ny other vay immime 


The 


ippeal is. of cour to 
| spaced and attractivel 


the eve is w ell 


not cluttered with pictures or copy 


illustrations and information, Color 


immeasurably to eve appeal. Color br 
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Tie trading season is at hand! How many times have 


you heard people say: “What I wouldn't give to be able 
to get away from this miserable weather.” Whether they 
are talking about snow, rain, sleet or blustery winds, 
the unexpressed longing is for sunshine, warmth and 
color, 

It all adds up to a happy cue for the shoe merchants. 
Those who will make their windows bright with shoes 
that give substance to the promise of the happy season 
ahead will find that their customers are grateful and 
responsive. Customers will defy all kinds of weather 
antics to look into windows that are unusual and 
attractive and reflect imagination, 

Shoes, handbags and accessories can combine to give 
windows the eye-interest that is so important if retailers 
are going to corral the spectators and passersby. Shiny 
patent leather is always a harbinger of Spring and 
although this leather is gradually becoming a_year- 
round standby, nevertheless it is still considered an 


early sign of Spring as far as shoes and handbags are 


Ahove: The emphasis is on the NEW Spring 
shoes of patent leather at Fyfe’s (Detroit). 


Left: Vinyl and the glass heels get prominent 

treatment in the Cinderella window at Bloom- 

ingdale’s. Spring is always the season for 
imagination and fantasy. 




















“It’s a Sunny Spring!” says B. Altman & Co., and displays casual and leisure 
shoes against a background of ferns, straw parasols and stoles 


(Spring and Sunshine... 


concerned, Then there are all the bright new colors in 
the calfskin, kidskin and suede leathers that can be 
used effectively to attract the customers. 

Actually it isn’t how much you put into the windows 
but rather what is done with the shoes and bags, belts 
and hosiery that go into the display that counts. 

Here are some windows that may give the suggestion 
for a decorative motif, an idea for a background or the 
placement of the shoes. They are, for the most part, 
very simple window displays that can easily be adapted 
to the merchants’ particular needs and clientele 

Shoe retailers should add to their calendar of events 
to be promoted and publicized, the National Shoe Insti 
scheduled — for 
March 4, 1956. This will give them a purposeful theme 


tute’s semi-annual seasonal opening 


and an additional selling opportunity to promote the 


new Spring shoes to their customers. 


Left: A new shoe point-of-view at Saks Fifth 
Avenue with emphasis on “the right shoe for 
any important color.” 


Right: A small section of a hothouse highlights 
Spring shoes in I. Miller's Window. 


Shoes, Handbags and Accessories Can Give 


Windows the Eye-Interest That Is So Im por- 


tant If You Are Going to Corral the Passersby. 
Patent Leather and All the Bright New Colors 
Can Be Used Effectively in Show Windows. 
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A OWALITY Store 
sells a 


OUWALITY Product 


oe ae 


ah — 
The Nunn Bush Market Street en- The Architects for the Nunn Bush Shoe Store in San 
trance. The windows can be manip- 


ulated to show shoes to advantage Francisco Used Fine Materials to Reflect the High 
Quality of the Nunn Bush Line. 


by IRENE HAMMOND CORPE 


W ten the Nunn Bush Shoe Store at 824 Market Street. San 
Francisco, completed its remodeling it was a store that reflected 
the high quality of the shoes it was to background. 

The store had been enlarged to more than double its former 
size, Entrances opening on Market as well as on Ellis Street 
had been made even more inviting by added display windows 
In addition, almost every style of shoe carried in the store 
could now be displayed where the customer could pick out the 
style he wanted to try on, 

\ four-tier display “bar” holds more than 100 styles of 
shoes. The shoes are not formed, so that customers can pick 
them up without feeling that they are disturbing the display 
The shelves were purposely leit bare so that they would not 

Cian et Ub ties titted a caties ol appear cluttered and the display would not seem to be too 
plastic squares which form an attrac ornate to be disturbed, 
tive ceiling design, with spot lights The styles displayed range from dressy blacks, to shoes 
clearly showing the continental influence. Both the Edgerton 
and Nunn Bush lines in prices ranging from $10.95 to $29.95 
are included in the display 

When the store is busy, customers naturally gravitate to the 
display, picking up styles they like, which helps the clerks 
find out the style and price range they are interested in 

The large men’s hosiery display is patterned on this same 
merchandising principle 

The location of the store is in central downtown San Fran 
cisco, and is cheek by jowl with other men’s shoe stores. The 
two entrances serve the store well in that the display windows 
not only give a good sampling of the shoes stocked, but also 
give an unobstructed view of the interior of the entire store 
kllis Street angles off Market to make the building a “flatiron 
type. It is frequently just as busy as Market Street, with a 
flood of potential customers continuously passing the = store 
windows 

The windows are ¢ hanged almost weekly, and display mate 
rials follow any seasonal or holiday trend. Douglas Payne 
Look into the Nunn Bush store from the manager of the store, claims that only by constant change 


Ellis Street and the asymmetrical de- [TURN TO PAGE 84. PLEASI 
sien of the ceiling is evye-arresting. 
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One Ellis Street window continues 


into the store to keep shoe styles con 


tinuously in the view of customer 
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paneling forms a pleasing pattern above the stock shelves. The four 


lier display har with ring of spotlights i shoun 


hosiery display is out where the customer can ee it, using the 


same merchandising principle as the shoe display bar 





Mow to Get the 


Dest Advertising Contract 

















A Space Contract Will Give You More Value for Your 
Money But You Should Be Sure to Get the Kind of 
Contract That Best Fits Your Needs. 


Tuere are three types of advertising space contracts 


used by most local newspapers. Some papers use 
only one type and others will use any of the three that 
the advertiser wants. 

A space contract works out as a kind of easy payment 
plan for a retailer with an annual advertising program. 
It sets up a definite advertising program on a pay-as- 
you-go basis without any interest charges. If carefully 
handled, it will give you extra value. 

Regular space contracts can be classified as: (1) 
(Juantity, (2) Frequency, and (3) Combination. 

1. Quantity Space Contract. This gives an advertiser 
a lower space rate as the quantity of space he uses goes 
up. For instance, the regular retail advertising rate for 
a newspaper may be $1.50 a column inch. This is 
reduced to $1.00 for over 1000 column inches; 85 cents 
2000 column inches; and to 75 cents for over 


5000 column 


for ove! 
inches. 

(Juantity space contracts are figured on all the ad- 
vertising a shoe retailer does in a year. Thus, if a 
merchant plans to use over 5000 column inches during 
the year he would be entitled to use the 75 cent rate 
rather than the open rate of $1.50—a saving of one- 
half of his advertising cost. 

With a quantity space contract you can use advertis- 


ing space as you need it and still earn the lower rate. 
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lor example, on the 5000 column inch rate in the 
previous illustration, it would be possible to use larger 
space—1000 column inches for the Spring and Fall 
shoe lines and to spread the other 3000 column inches 
out over the other months as needed, 

There are two dangers with the quantity space con- 
tract: (1) there may be too much advertising at the 
end of the contract period to earn the lower rate; (2) 
errors in records may bring the total advertising just 
below the required amount to qualify for the lower 
rate, 

2. Frequency Space Contract. This gives you a lower 
rate the more frequently you advertise. For instance, 
there will be different rates for one ad, two ads, three 
ads, or six ads per week or month. 

Size of the individual advertisements does not count 
toward the lower frequency rate. For example, one ad 
four-columns by twelve inches would cost more than 
six two-column four-inch advertisements even though 
the total space is the same for the week or the month. 

Frequency space contracts are particularly good for 
shoe retailers who use small space advertisements on a 
consistent basis. They provide a lower rate and insure 
steady advertising day-after-day and week-after-week. 

One of the major disadvantages of this type space 

[TURN TO PAGE 78, PLEASE | 
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MILWAUKEE RETAILERS 
OPTIMISTIC 


A BANNER month and a_ banner 


year were recorded by most shoe 
stores and shops in department stores 
of the Milwaukee area as they ended 
a record holiday season and swung 
into semi-annual clearance sales. Mer- 
chants are optimistic enough over 
1956 to forecast increased business in 
dollar and pairage figures at one to 
five percent. Paul Maher, 
of the Boston Store, joined Fred Laz- 
arus, Jr., president of Federated De- 
partment Stores, Inc., of which the 
former is a member, in predicting 
that sales in all departments in dol- 


to five percent 


president 


lars should be three 
ahead for the first six months of this 
year. Shoe buyers indicated this 
would follow through in their depart- 
ments. 
“Our 
heavy, but we do want to thin out our 


inventories are certainly not 
stocks for what we expect to be one 
of the best Spring seasons we've ever 
had,” a proprietor of a family shoe 
store said. Others echoed his com- 
ment. An exclusive men’s shoe shop 
manager downtown said that he was 
surprised to find his Christmas rush 
extending almost into Christmas Eve 
and no apparent lull in the days fol- 
lowing the holiday. A department 
store buyer said that his firm had 
chalked up the biggest slipper busi- 
ness in history and “there were no 
slippers left to place on sale.” Every- 
where was the statement that better 
quality in men’s, 
dren’s shoes and slippers were the 


women’s and chil- 


top sellers the past few months. 

“Increased business in this area,” 
said a prominent downtown retailer, 
“may be attributed to the fact that 
employment and pay here are at a 
peak high, industry is producing heav- 
ily, retailers’ and manufacturers’ con- 
fidence in maintained good times is 
high, credit is sound, 
excellent and the public has a desire 
for better quality merchandise and 
the ability to pay for it.” 

Shoe shops catering to the cruise 


collections are 


and southern vacation trade were find- 
ing big response to their promotions 
of gay leather and fabric airy dress 
shoes and colorful casuals of light 
construction and materials. As ex- 


amples, an Oriental plaid silk shan- 
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iew 
be Rerail Trade 


tung halter pump with closed toe and 
black velvet trim and a similar halter 
pump with gold buckle trim were 
selling well at $27.95, 
kid open heel and toe pump with pas- 
tel bead and glass nosegay trim at 
$32.95. Tortoise shell and clear viny 
lite, Japanese 
white on pastel pink and blue, beige 
and black printed leather ($27.95 and 
$22.95) are important. These are in- 
dicative of the local trend for Spring. 


as was a white 


printed leathers, and 


In most instances, matching bags in 
the $20 to $25 price 


ing with the shoes. 
= ” * 


NEW YORK STORES 
PROMOTE VACATION SHOES 


SHOE retailers may not get the best 
part of the consumer’s holiday shop 
ping dollar but, by that same token, 
they are not subject to the return and 


range were sell 


exchange problems that are almost 
the standard procedure in other lines 
curing the first week or so in the 
new year. 


New York shoe 
liquidated their 


Instead, retailers, 
for the 
broken sizes, 
term clearance sales and they are now 
starting to Southern, 
resort and Store ads 


most part, 
odds and ends in short 
promote their 


shoes. 


cruise 
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Nautical niceties in luster and tex- 
tured leathers, vinyls, fabric prints, 
in ad by Chandler's, Chicago. 






tell the story of: “South-Going Pumps 
in Hi-Color Kafalope leather, 
the newly-squared throat, the neat 


with 
sunny yellow, oyster 
warm cocoa Also in black 
suede or leather; red, black 
or navy kid. Everything wonderful for 
under-the-sun in all the 


petite heels in 
Vv hite or 


wearing 


marvelous textures and leathers for 
going the happy route from busy days 
of shopping, sight-seeing to moonlit 
Included in this effective 


addition to the 


waltzing.” 
promotion, in square 
throat pump, was a vinyl slipper with 
a bare stripping | strap 
black patent 


sling in natural raf 


lucite heels, 


sandal of navy calf or 
a wedgie 


Frou-Frou flat of crocheted 


leather 
fia and 
nylon in black, pink, white or natural 
Another put the emphasis on: “For 
the Sun Spots Beauty Spots 
i collection of the prettiest shoes un 
der the sun-—in blazing whites and 
from medium heels 
And for those customers 
Spots 


pretty pastels 
to stilettos.” 
who couldn't get to the Sun 
but still style and 
comfort, there 
band pumps in three heel heights 
each in calf or 
of black, red, 
brown and gray 
These, 
are being emphasized by shoe re 
tailers in New York 


merchants report that consumers have 


wanted quality, 


was a group of sweater 


suede and in colors 


camel, navy, autumn 


and many other promotions 
Generally, the 
been coming into the shops in good 
numbers and they have shown an a¢ 
tive interest in the new shoes. The 
retail picture is good and there is a 
general feeling that it will continue 
on that basis for some time 


* ia * 


SALES LURE CUSTOMERS 
IN ST. LOUIS 


Wu KE St. Louisans were breaking 


all previous records in their Novem 
ber-December shopping, only a rela 
tively small portion of their dollars 


was left in shoe departments and 


stores. Not until December 27, when 


shoe retailers launched their post 


holiday sales, could one find more 


than a handful of people in shoe units 


jut then how the crowds mate 
rialized! 
Drastic reductions found many 


silesmen writing up multiple sales 


Selections were primarily concen 


trated on black suede, blue suede, 
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black. brown and blue ec; kin. Mov 
ng out too were many white satin 
hipper indoubtedly chosen for wear 
" " 

vew Year's Eve 

One merchandise manager, relieved 


igain see his womens salon packed 
remarked: “Well, it 


better to take these 


ith customers 
mark downs 
shelf 


depart 


than to leave the stock on the 

And when people are in the 
r sales, they see our new mer 
f lf they 


4s some are, thie 


arent tempted to 
frequently 
later for a tvle they ve heen 


limited in number. such 
resort and early Spring foot 
K line lor ex 
eports its introduction of the 


Var hing Heel ! a 


Origi is a tremendous 


ar are being taker 
mpl 
Marquise 
uccess 
patent with a rhinestone or 
or in black suede with a 
amp marked by suede strip 
Department manager, Tim 


foresees growing accept 


this spring-o-lator fashion 
edge-like heel moved in to the 
of the shoe low 
erin pastel kidskin 
Vandervoort & Barney 
Orient is a key 


i presentation, the bheve depart 


Spring and 


At Scruggs 
ire ot the 
ring in with appropriate 

ind sandals, many in Oriental 


fabrics accented with gold 


bFamous-Barr too emphasizes 
new look in resort footwear with 
i emphasis on the Herbert Levine 
collection of shoe fantasies 


\! Stix Baer & 


onnel pomt out the 


Fuller tore per 

-pectator look 

ew combinations of white with 

mod, white with avocado serv 
timulate fresh consumer inter 
iti old classi 

All round the tow 

athe beginning to 
ood blue is 


But, it is to be 


black 


Hhhove and 


patent 


contributing to bet 
recalled, the 
December busine has been 

ale merchandise ind final 


nit running be 


CHICAGO NOTES NEW 
RETAILING TRENDS 


RETAILERS in the Chicag 


facing the New Year with optimism 
ind expectation A successful De 
cember and healthy response to clear 


ince sale make the 


present outlook 


most encouraging Phe iverage re 


tailer expecting an increase of from 


72 


five ‘ x per cent for the next six 


months. Some estimate that the in 


crease may run as high as 10° per 


cent. However, more conservative shoe 


men, although admitting such an in 


crease is possible, point out that two 


per cent of it is based on price in 


creases and the other two per cent 


on increase in unl 

The past year has seen establish 
ment of some very definite trends and 
patterns in the retail picture. Stores 
with good traffic locations have done 


well In the larger cities those in 


changing neighborhoods have sul 


fered, and downtown locations have 


declined. while good, growing neigh 


borhood stores have shown an in 
crease or have at least held their own 
Everywhere, those stores with no or 
inadequate parking facilities have suf 
have definitely 


fered seriously They 


lost business to those located in new 
shopping centers or in neighborhoods 
vith accessible parking lots 

High style and fashion type shoes 
have not suffered as much as the gen 
eral family shoe store in this regard 
Women still like to shop around, to 
compare prices, styles, and fashions 
before a major apparel purchase, and 
Thus shoe stores 


Street and 


this includes shoes 
and departments on State 
Michigan Avenue continue to do large 
Children's 

aflec ted for 


to shop where it is easiest and avoid 


volume shoes are most 


severely women preter 
Practically all downtown 


outlets 


a long trip 
children’s departments and 
have shown a loss. At the same time 
marked 


these same stores have had 


yains in thei suburban branches 


Department stores planning new 
branches within the next year or lt 
months. include Wieboldt’s, Carson 
Pirie, Scott & Co., the Fair, Gold 
blatt’s. and also several of the large 
men's and women's firms 


There will also be 


stores in "ACT al nearly 


apparel 
independent and 
chain shoe 


a dozen new shopping centers and 


leve lopme nt 


December ran well ahead of a year 


far as business went. due 


g 7 
ago a 


partly to excellent slipper activity 


Rubbe Li 


spurts in October and November, and 


footwear had some good 


moved along rather slowly and spot 


tily in December However sales 


were sufhicient to reduce inventories 
to a normal state and to put cash into 
store accounts. Regular shoe busi 
ness held up firmly 


* * 


SHOE GIFT GIVING 
UP IN PHILADELPHIA 


A SATISFACTORY Christmas sell 
ings s€a-on ind better is the word from 


the majority of shoe retailers. Some 


merchants claim that business was 


brisker for the same period this year 
than it was last According to one 
from a downtown. store, 


>| oke sian 


“People lave been buying shoes for 


gift giving than ever betore 


Many older 


people in ordinary conservative walk 


more 
shoes serve as gifts for 
ing styles Shoe gifts for children 
were plentiful.” 

Although there has not as vet been 


rURN TO PAGE 74. PLEASE 








“black's a dazzier now” 











Black is always in vogue and Levy's, Memphis, advertises the fashion 
aspects of the dazzling new black slippers in silk, satin and velvet 
and decorated with mirror ornaments and silver heels. 
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AND GET ‘EM... 


King Bee 


MEN’S 
SLIPPERS 


AND 


SANDALS 


A NEW DISH YOU'LL CALL ‘FAVORITE’. . 
KING BEE’'S NEWSMAKING RESORTER LINE 
OF MEN'S SANDALS. MIX TOP-NOTCH STYL 
ING AND SUPERB QUALITY WITH EASY COM 
FORT AND PERFECT FIT AND YOU HAVE 
KING BEE’S SIZZLING NEW LINE WITH THE 
REAL SALES SOCK, STOCK AND DISPLAY 
KING SEE SLIPPERS AND SANDALS FOR 
TRAFFIC, TURNOVER, AND A PILE OF PROF. 
iTS KING BEE SLIPPERS FEATURE BILTRITE 
NURON-FLEX AND NURON CREPE LIGHT. 
WEIGHT SOLES. 


WRITE FOR YOUR BREE CALENDAR 


FEATURING THE LUSCIOUS KING BEE GIRI 


KINGS FOOTWEAR COMPANY ® 47 WEST 34TH STREET. NEW YORK CITY 


MENS AND BOYS DIVISION OF HONEY BUGS INC 


January 





Review 


the right kind of weather for heavy 


Loot and rubber wear, eye catching 
displays of all types of footwear for 
bad weather are prominent. Posters 
telling people to prepare for the snow 
ahead are beside 


and rain placed 


many of these displays. Business in 
this type of footwear has been good 
and many pairs of fur trimmed boots 
and stadium styles were sold for gift 
display of 


giving An outstanding 


fur trimmed boots in black, brown, 


gray, and navy occupied an entire 
street window in Wanamaker’s down 
stairs store 
Inventories for many stores that 
overload in novelties and high style 
«hoes have been heavy. This was nec 
evsary to insure the range of sizes in 
the many styles. Sales in these shoes 
have been good but now these stores 
A num 


ber of the high style shoes will hold 


are preparing clearance sales 
their regular prices even during the 
clearance sales. Since many of these 
shoes are being bought for southern 
wear, the sale shoes are expected to 
attract enough customers for the regu 
lar price shoes, too 


* * s 


HOLIDAY SALES GOOD 
IN SAN FRANCISCO 


SALES of Christmas merchandise 
started with a rush the week after 


Thanksgiving and continued briskly 
until ten days before Christmas. Then 
started seven days of steady rain and 
wind that set records for the heaviest 
and most continuous 
since 1940 
only oct asional 


downpourings 
Buying dropped off with 
spurts between 
showers. As the rain eased off, buy- 
ing picked up and the last minute 
rush was heavy 

Even with the unfavorable weather 
just before the holiday, the sales 
totals for the month were good, and 
reports indicate the totals for the 
year will run from five to ten per cent 
thove last year 


Most 


stocked with accessory lines such as 


shoe merchants were well 
hosiery, handbags, leather goods for 
men, etc., and these moved well. Slip 
heavy in all 


$1.99 


jeweled 


per sales 
brackets 
spree ials to the 
$16.95 numbers 
Holiday 


some strong 


were price 


from the moccasin 
decorated 
footwear received 
Sommer & 


Kaufmann featured a holly red and 


dress 


promotions 
black glitter dance and dress pump, 


14 
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Advertising can be both dignified 

and effective, as in this advertise- 

ment of a Bally pump by Smartwear 
—Emma Lange, Inc., Milwaukee. 





a two-tone number in patent with 
bright red upper half and black bot 
tom and spike heel at $14.95. Other 
merchants had similar glitter num 
bers with decorations and 
novel straps in about the same price 
bracket 


Some 


jeweled 


shoe departments boosted 


sales totals with semi-annual clearance 
sales with reductions of from 25 to 
33 percent in price 

Some merchants had good results 
from promotions of children’s foot 
wear, featuring both regular numbers 
and novelty types, rubber boots, col- 


ored boots. cowboy styles. etc. 
7 . * 


OVER-THE-STOCKING BOOTS 
SELL-OUT IN BOSTON 


PRIVATE sales, as well as the sale 
at regular prices of cruise shoes in 
marked the 
following the 


stores, 


the higher-style 
period immediately 
Christmas holiday season in many of 
Boston's retail shoe outlets. In the 
former, pumps proved the favorites; 
and black was by far the best selling 
color as it has been since the Fall 
and Winter 
shoes sold well in a variety of pastels 

Another 


public demand seems destined to go 


season opened. Cruise 


item, one for which the 
unsatished, is the over-the-stocking 
boot, a shearling lined, leather boot, 
many of them with crepe rubber soles 
These, designed for cold-weather wear 
have sold like the 
cakes, stocks 
vanished and store 


without shoes, 


proverbial hot retail 
have practically 
managers who had been given to un 
derstand that manufacturers planned 
to build up an adequate stock, have 
found themselves unable to procure 


oY URetail Trade 


more to carry them through the rest 
of the Winter 

The Thayer McNeil store on Tem- 
ple Place in the downtown shopping 
district, reported at the end of the 
season had 


year that the holiday 


closed with sales figures about the 


1954 


comfort and 


same as those of 
both 
types, had not been quite as good as 


The slipper 
business fancier 
the year before, but other items had 
making the over-all 
Since the end of 


season, the demand has 


contributed to 
total 
the holiday 


satisfactory. 


run largely to 
said, with black the best color, fol 
lowed by tan, blue and red in that 


pump types, it was 


order. The store’s private sale, be 
gun just after Christmas, was re 
ported to be very good 

The Solby Bayes Company, whose 
store is at 45 Winter Street, also in 
the downtown section, reported at the 
end of the year that the holiday busi- 
ness in the fancier types of slippers 
had not been as good as had been 
hoped but that an excellent demand 
had developed for farm house slip- 
pers for women, particularly those 
types lined with shearling wool. This 
store, too, found itself unable to meet 
stocking 
pumps have 


the demand for over - the - 
boots. In 


been selling well since Christmas, it 


dress shoes, 
was reported, but deliveries have been 
poor. In this store, specializing in an 
extremely wide range of sizes in basic 
and middle of the road styles, a defi- 
nite trend toward lighter weight shoes 
has been noted. These are being 
bought freely in two-eyelet ties, pumps 
and straps 
for white shoes, it was said, and or 


A good season lies ahead 


ders have been placed to meet the 
expected demand 


* 


TWIN CITIES MOVE SHOE 
ITEMS FOR XMAS GIFTS 


Minneapolis 
Curis MAS business in this area 


was the best in many years. Begin 


ning early it increased in’ volume 


steadily It 
weather which brought good sales of 


was augmented by cold 
heavy outer footwear in both adults’ 
and children’s styles. In addition to 
street shoes there was also heavy sale 
of dress and party shoes which were 
given strong featuring in glamorous 
stylings 

sandals, 


In a promotion of party 
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Maurice L. Rothschild-Young-Quinlan 
Co. featured white brocade with rhine 
stone trim, brocade with vinylite and 
vinylite with rhinestone trim. selling 
from $24.95 to $25.95. C. M. Stendal 
showed “festive season” styles in 
stripping sandals in black suede and 
black 
selling at 


black 


rhinestones 


with leather 
Baker's fea 


trimmed 


suede 
$12.95 


slings in 
trim. 
suede 


tured strips, 


with and glass filigree 


heels outlined in black and white. 
black. 


have moved 


and 
Calf 
Gray 


For street shoes navy 


brown suede well. 


is still a number one seller. 


suede has also sold well. Many stores 
are pushing black patent for wear 
now and through Spring. Other styles 
that are promoted as being right for 
Spring are tone-on-tone pumps in new 
shades of wedgwood and delft blue, 
lime and avocado green, vanilla and 
French beige. 

Walk-Over alli 
gators as fashion news with the open 


look in toe heel 


heels for walking comfort, in 


featured genuine 


and and with me- 
dium 
brown, selling for $17.95. 

Powers featured a group of casuals 
comfort and for 


for quality and 


Christmas giving. Among these were 
Luckle 
leather 
or black calf and maple grain. 
Slipper business was very large for 
Styles 
ranging from the very glamorous to 


loafers in brown or maple 


and classic loafers in brown 


gilts and colors were many, 


Slipper bars fea 
the 


plain and sturdy. 


tured outfittings for entire fam 
ily. 
Travel has appeared, 


Winter 


trips in window displays and given 


footwear 


shown with garments for 
prominence in shoe departments. It 
is promoted for now through Sum- 
Pastels and bright shades are 

There 


and clear 


mer, 
and lus 


Match 


shown are textured 


ter leathers, vinyls, 


ing handbags are displayed with them 


x , % 


St. Paul 
Sr. PAUL merchants had one of the 


busiest Christmas seasons in a dec 
ade, Both 
town stores shared in the splurge of 
which began right after 
With the trend toward 


practical gifts, footwear moved very 


neighborhood and down- 
shopping 
Thanksgiving. 
well. Slipper business was very large 
better than it has been for many years 
Shoes and handbags were good gift 
Gift 


purchased in quantity. 


combinations. certificates were 
Shoes were kept to the front in ex 
the 


giving 


tensive advertising with sugges- 


tion of Christmas bringing 
good results, 
Calfskin 


man's had a promotion of black calf 


has moved well. Schune 
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which 
pumps, cut 
opera 
rounded throat; and sling pumps of 
black 
selling for $14.95 


party-wise 

black suede 
coal 
heels 


suede, trimmed with 


with printed cobweb lace print 
black bead trim, all selling for $18.95 
kield-Schlick 


included square-throated 


the sides: classic 


rolled 


low at 


pumps with edge and 


luster calf with bow trim, all 


The Emporium featured a group of 


shoes in halter-slings of 


trimmed with tiny char 
high 


blac k 


a pe arl set with 


pearls and with slender 


stripping sandals of 


thinestones, and slings of black suede 


and 


featured party shoes in 


black patent sling backs with heels 
that were half aluminum and buckles 
trimmed in aluminum, selling at 
$22.95. Other slings had carved plas 
tic heels and in black 
satin. An interesting sandal in pale 
pink or had a 
flowers garnishing the 


Blac k 


’ 
Brown 


fronts banded 


blue cornucopia of 
front 
patent has had good sale 
blac k or 
sold well 

bor 
ings or linings have been 
finished cuffs. Glove elk 
or shag combination uppers with snap 
$12.05 


red cobra have also 


women's outer wear, lamb lin 


nylon pile 
with 


vood 


or zipper closings, sell at 


YOU CAN SELL MORE PAIRS / .. 


UPPERED WITH 


«66 US var oF 


FREE KLEENETTE FOLDERS AND MER 


NDISING TAGS NOW AVAILABLE 


FOR 


KLEENETTE’ UPPERED SHOES. WRITE A. H. ROSS & SONS CO. CHICAGO 77, ILLINOIS 





RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
tid Markets 


ht i pointed out liOweses hal i ifacturers selling 


Chicago volume trade, with y exception have been abs« 


increased cost ind expected to continues 
tn practice indefinitely \pril. when shoe shows 


to be held both wu oston an w York, is ment 
structure 


| OREASED volume ranging from fi 


olume and inits is expected alme 
ncago hoe market a tame when 
ordel ive been large i crack wide © ' ' put it 
on ind also confirmatio have n the meantime racticall v bngland fact 
men women ! ! busy filling 


irly March 


erritories booth 


ome time Practicall ill 
yh through April ind man pret illing for deli 
ome! factory 


May and June 
aster partially responsible ord lor whites whi uy re expected t 


tment Howe el fear of late delivers Ing role 


| omipanie Ww 


i major tactor Phere j considerable ee 
ditheulty about deliverie ind the stead busines 
' n meet 


them important iene 


come into the factories and ar New York State 


placed w i men They indicate th pater 


the dominant vle factor throughout the market 


olume gor Blue will retain its importane Tin new veat veltit y vith good order 
basa pacd nad or a " e ¢ satistactory 


prospect 


ir there will be two categories wedgwood 


by tise Red ha hown marked advance activity and t Production 


counts may be a little short As Summer buyin level renerall 


ores 4 on 
iat this co 


igthened, yellow has picked up sharpl ind aqua will be maintaine weeks 


important The greens continue te At the present me Spring shoe 


growin fire 
howing about the ame rengtl voing through the factorie ount for a 


with vin ido 
{ the production j he will be dei 


il iva portion o 
\ trend particularl noticeable in the past ix i to the retail aecour 


th baripn thie ow Spring ruse “ lo a ad tart retail-wise 


{ on ne nex month and w 


xpected to expand this year Due to 
tyle picture, the selling of the traveling man ha ian Production of Roch ianufacturers cont 
Mar retailer ire now buving through hotel ad ita high rate ompanies predict 
ith than have the alesmen come to their stores their busines he first quarter 
executl 


witlook 


fact, most ilesmen have no trouble getting retailer ‘ thre 

come and see their lines in local hotel room ! ra tant to go 
impo to show all styles in’ the ‘ December {|} ' ' wader rece 

ww like e an entire line They y t te on poke ularity i 

ind all) patterns This method m a ) hefore Chriatma ™ a , re too 

ind over-all view lo order anythir 

product 


mkening 


There wa ilse 


it most tactorse ploye made 


New England en 


Christmas retail varently 
FOLLOWING prolonged negotiations, joined core good gains ove t if, Season weather 
ind kederal mediators, workers in 55 women hoe employment, record ind liberal bonuses have 
lorie in Greater Boston and the adjacent North Shore tributed to a strong demand for quality merchandise 
late on December 29 accepted a management offer of a tailers report 
it most retailer 


eneral five per cent wage increase effective January }st Ss ticve manulacture 
ear, to be followed by another increase of three e balaneed inventor rlier purchase 


ent, effective January 1, 1957, thus putting into effect irgely been dispo 
first two-vear contract ever entered inte by the New i ne 


kngland wing of the United Shoe Workers of America However, Janua 
the vear 


ot recent 


dominate bu 
The factorte involved employ 5.000 workers who had ne early in res Dey irt 
iven their union the right to eall a strike if bargainin ment stores, especiall © 3 to reduce ins 
broke to rockbottom before stockt ie end 


dowt 


of the mor 


Try thee opinion of industry spokesmen ne wmmediate Rochester maker report that 
wice increase will result In the case of compan mak output ois concentra ! ! i . with relatively 


ing better grade shoes, it j believed that recent price patent ind colored turned out 


neve ‘ t bye uficient to make another unnecessars 
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NOW !? 
TOP QUALITY 
AT LOWER COST 


SUPER GRIP se sce coven 


give you all these time and money saving advantages: 


Complete Line of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 
your shoes, in your factory. 


o 
Mileage e e e Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 


e 
Price... You pay no more for Supergrip. You get 
top qual ty results and more production when you buy Supergrip sole attaching 
cements. 


~ 


Call your United representative today and ask him to show you how Supergrip cements save you money 


SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. B. CHEMICAL COMPANY 
UNITED SHOE MACHINERY CORPORATION Boston, Massachusetts 


January 15, 1956 





What Makes Advertising Sell? 


[CONTINUED FROM PAGE 65] 


and 
because she 
to her eye 
emotion 
hoes is 


not go out 


just 


But a woman will 
shop for an article 
ha een an ad that appeal 
and some 
T ne 


basic perhap 


rouse pleasurable 
pair of 
but just plain need j 

shopping 
buying one 
That 


you 


need for a new 
not 
a very in reason for 
And it 
pair of 


kind of 


retailer 


piring 
can easily iead to 
home. 
not what 
What’ 
that the 
shoe 
her to 
needs, 


hoes and coming 


hoppir ¥ 


j 


are looking for more 


urance need 


wi from 
or department. No, you 


there j no a 


bn ipphed your tore 
want 
tore for what she 
further 


your ad do to 


come to 
piu 
W hat 


hout? 


your 
ome impulse 


bring 


buying 
can this 
that clever 


piu 


Granted attractive o1 
catchy 
the ad, what 

the average woman want to 
from it? Isn’t it “What?” 
“How much?” Aren’t these 
that she answered? 


“What?” she 


shoe 


tration 


miu ome copy 


make yp to consider 


else doe 
learn 
“Where?” 


the question wants 


wants to know 
like. So give her 
pictures of 
well-drawn so 


Under 
what your look 
shoes; not too 
many, and that they 
resemble the actual shoes. Then, in a 
brief piece of copy, tell her their price 
and in what sizes, colors, leathers and 
hee! heights each shoe is available. She 
likes to know how these shoes fit into 
the genera] fashion picture, too, so, if 
you can, show a fashion figure in a 
costume suitable for the type of shoe 
illustrated. If not show a 


good 


some 


you do 


accessory 
per haps 


costume, why show an 
or two? A handbag and belt 
What you can do depends, of course, 
on the space you have and the number 
of shoes that you want to show. 
Having shown her and told her what 


and 


not 


are ad 
the 
seems too 
you will 
of you! 
not 


what 
there remains to answer 
“Where?” This 


to mention. Of course 


hoe prices you 


vertising, 
question 
oboviou 


the 
Some 


and location 


stores, 


give name 


tore however, do 
cem to realize that they tuck the name 
almost out of sight in a corner or make 
it so much a part of the ad that it is 

find. This is dis 
person who may 
shopping at you! 


not at all easy to 
couraging to the very 
be most interested in 
tore 

Make it attractive, make it informa 
easy to This last 
point includes, of course, a layout that 
is not too crowded; good arrangement 
that enables the catch the 
salient points quickly and easily; clear 


tive, make it read. 


reader to 


type 

In other words, remember that, while 
respond first to 
satisfied 


a woman’s emotions 
your ad, her 

about the shoes you have to offer before 
he decides to go to your Once 
you have her there, you still have the 
job of pleasing and fitting her with 
the actual shoes. A necessary follow 
through is to feature these shoes in 
the window and department displays 
Finally, your sales clerks are part of 
this advertising campaign and should 
know the shoes you are featuring 


mind must be 


store. 





How to Get the Best 
Advertising Contract 
[CONTINUED FROM PAGE 70] 

contract is that it may be hard to keep 
ideas flowing all the time. Then, too, 
may find that it is better to 
larger space advertisements 
quently 

3. Combination Space Contract. This 
the frequency and_ the 
quantity plans. For example, there is 
a quantity discount for a short 
period of time month. Com 
rates with the previous ex 
for quantity space contract 
might be: $1.50 regular column inch 
reduced to $1.00 for 50 column 
month, to 85 cents for 100 
column inches a month, and to 75 cents 
for 200 column inches a month. 

Shoe retailers who follow a fairly 
regular advertising program, like this 
type of space contract best. They avoid 
the urgency of preparing ads to qualify 
for the frequency There is no 
worry crowding a lot of ad- 
vertising into the last few weeks of the 
to qualify for the quantity rate. 

Of course, the selection of the type 
of space contract will depend on what 
the local offers and the 


you use 


fre- 


less 


combines 
given 
week or 

parable 


ample 


rate 


inches a 


rate 
about 


year 


newspaper 


78 


advertising plan of the retailer. How 
ever, here are a few suggestions that 
may help you get the best space con 
tract 

1. Contract for 
rate. Under the terms of 
contracts, a retailer sets the quantity 
will use. With the 
used as an illustra 
over 5000 
pay 75 
month 


lowest anticipated 


most space 
or frequency he 
quantity contract 
tion for a 75 cents rate for 
inches, a retailer will 
cents for the space 
during the year. 

If at the end of the 
it developed that you 
3000 column inches you would be billed 
an extra $300 (10 cents x 3000 column 
Most space contract specify 
extra charge will be made, 
provision for a refund if 
qualifies bette: 


column 
used each 
however, 
only 


year, 


had used 


inches) 
that the 
but make no 
the advertise: 
rate. 

For example, contracting for 
column inches and using 2000, 
would have paid $2000 for the 
used when you would have been entitled 
to a cost of $1700 if you had signed a 
2000 column inch space contract. 

2. Avoid being short-rated, As men- 
tioned previously, when a shoe retailer 
contracts for 2000 column inches and 
uses only 1900 he is charged the short- 


for a 


1000 
you 


space 


rate or $1.00 instead of 85 cents. Thus, 
an advertiser using 1900 column inches 
during the contract period would have 
a total advertising bill of $1900. How- 
if he had used 100 more column 
inches he would have qualified for the 
2000 column inch rate and his total 
bill would have been only $1700. 

By keeping a running record of 
and checking this against 
budget, this waste 
avoided. Some newspapers will 
remind advertisers about this, but it 

your responsibility to be sure you 
are using enough space to qualify for 


ever, 


space used 


the 
can ve 


space needless 


the lower space rate. 
3. Be 
flexible. 


impie 


contract 1 
are 
space 


Bure 
Most 
forms which guarantee 
for the duration of the contract. 
protect the retailer 
pace and 
crowded 


your space 


space contracts 
rates 
1 hey 
hortage of 

advertisements 
tne 


contracts. 


against a 
against his 
out of 
merchants with 
Then, they guarantee 
that the advertiser will not have to 
pay higher advertising space rates 
during the term of his contract. 

On the other hand, 
contracts do not force the 
use 2000 inches if 
pace figure. It 
check to be sure that the space contract 
you sign is flexible on this point. 

Shoe who 


being 
paper by other 


too, 


most space 
retailer to 
that is his 


18 best to 


column 
contract 


retailers 
tracts with their 


Sign con 
local newspapers will 
full value for their advertising 
dollar and if space is allocated 
or advertising rates are increased they 
will have extra advertising value 


space 


get 


Wright Holds Annual Party 


Two hundred and 
fifty employes and guests attended the 
party of E. T. 
Wright & Company, Inc., held Decem 
19, at the Hobomoc Inn, Pembroke, 


ROCKLAND, MASS 


annual Christmas 
ber 
Mass. Entertainment 
ner, dancing and musical 
The party was arranged by a commit- 
tee of the Wright Arch Preserver As- 
sociates 

Heading the was 
Mary Trainor, president. Other 
bers included Michael Umbrianna, vice- 
treasurer; Mrs. 
and Mrs. 
Lonergan, 


consisted of din- 
interludes. 


Mrs 
mem- 


committee 


president; John Gillis, 
Marion secretary ; 
Jennie Edson, Mrs. Hazel 
Mrs. Nellie Paterson, Mrs. Pauline 
Ware, Mrs. Robert Haggerty, Mrs. 
Dorothy Reidy and Mrs. Doris Terrio 

Greetings of the company were ex- 
McCarthy, executive 
read a 
president, 


Cribben, 


tended by Leo 
vice-president, who 
age from the 
James A. Munroe 


also mes- 


company 


Dewees Shoe Buyer Resigns 
Fitzpatrick 
women’s 


Harry 
Dewees, a 
resigned, it 


PHILADELPHIA 
buyer of shoes at 
specialty here, has 
was announced by Thomas Wriggins, 
Jr., president of the Mr. Fitz 
patrick joined the organization in 1948 
and was named buyer of shoes in 1950. 
yet 


store 


store 


There has been no announcement 


concerning his successor 
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Manufacturing and Markets 


CONTINUED FROM PAGE 76 


increases have not become general yet, despite the tact 
that retailers are said to be showing almost no resistance 
to higher prices 

Shoe manufacturers in the Binghamton area forecast 
heavy production until April. Prominently advertised 
brands have been selling well ahead of last year 

The largest producer in this area has been trying with 
limited success to hire more shoeworkers. Greatest need 
is for more young people in the industry. The company 
is trying to induce more sons and daughters of present 
employes to learn the business. To this end, the firm is 
stressing pension, medical and other benefits which make 


shoe factory jobs more attractive than a generation ago 


St. Louis RED HEAD 


OrpeERS for pre-Easter as well as post-Easter delivery VAMP RAISER 


continue to pour into the St. Louis market. And, as orders Ms for 


accumulate, there is proof positive that Spring 1956 will . 
be a big season ...a really big one. At the moment some women § 
firms are registering gains as high as 15 per cent over o shoes 
Spring, 1955, while the majority are up at least 10 per cent 
In women’s footwear, black patent continues to be the 
big item with blue calf, wedgwood blue and many shades 
of beige wanted for pre-Easter selling. For post-Easter 
promotion, retailers are selecting pastels and white 
in pastels, yellow shows big gains on pink, the number 
one seller. Turquoise too is reported good with several 
houses, as is a pinky salmon tone. White... white in com 
bination with gold, also is moving up in fashion importance 
The same combination, white and gold, also is making 
fashion gains in children’s footwear but, as might be ex 
pected, pastels dominate the picture along with black 
patent leather. Pink is number one in pastels. followed 


COMPLETE 


are being sold . evidence that only the youngest little ONLY $7.50 
girls will be content to wear straps in the Easter Parad SMALL MEDIUM LARGE 


As more and more fashion invades the men’s field = BUY 2 SETS 


keynote a growing acceptance of Italian styling 


moving well are ventilated ly pes of footwear woven DO BOTH SHOES AT ONCE $14.00 


leathers, cutouts and nylon mesh plugs for vamps. The 


by blue and yellow in that order. More and more pump 


Stop those costly walks ... use Red- 


low silhouette continues to gain momentum, with one eye 


let ties moving up in casual footwear three evelet tie Head Vamp Raiser on your women's shoes. ‘'Great- 


for dress or business wear est investment | ever made .. . Just like having 
25% more stock’, says one of our fy 
happy dealers. You need this little AS 


Red-Head on your selling 


Los Angeles eso 


; ROCHESTER SHOE TREE CO. 
M ANUFACTURERS in this area are filling the biggest Manufacturers of 
run of Spring orders they have ever enjoyed. Some of 


them are a litthe coy about quoting exact figures, while ORDER YOURS TODAY 


others state frankly they are up as much as 28 per cent See eee eRe ee ee ee ee ee ee oe 


ee a ROCHESTER SHOE TREE CO., 60 Cumberland St., Rochester, W. Y 


Profits are another matter. A few makers report they 
Please send [) one set Red-Head Vamp Raiser $7.50 


two sets Red-Head Vamp Raises $14.00 
Check Enclosed Ship ©.0.D Bill Me 


aren't up in proportion. 

One of the companies reporting an increase for the 
biggest Spring they have ever had was Sbicea of Cali 
fornia. Profits are satisfactory, too. This line has a wide N 

: pee ame 
price stretch, running all the way from $7.95 sellers to 
the $22.50 bracket. Henry Baroni reports that their high Street 
end is going the best. Vinylites and glass heels are the 


big news of the industry. The ladies like them because ms ame 


[TURN TO PAGE 83, PLEASE Signature 
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Integrated Advertising 


[CONTINUED FROM PAGE 61] 


orely mis-used 


adver 


which is a 

is really “integrated 

The local store 
extension of the national 
ng, and completes the job by bringing 
for the 
Integrated advertising offers a 
lerful opportunity for the merchant 
genuinely interested in building 


promotion 1s 
advertis 
direct results 


sale store 


won 


VnO 1 


an increasingly profitable long-range 
husine with a shoe brand in his com 
nity. It the false 
eading cash adverti 

ng allowance to place at the 
unlimited supply of talent 
ind ideas and advertising material that 
vill do a more effective 


goes beyond and 
standard of 
store’ 


posal an 


job in terms of 
store sales 
The best way to demonstrate the real 
ale power of integrated advertising 
to give the actual results of 
program over the past six months 
One year ago Huskies initiated a 
new type of store advertising portfolio 
made available to 12,000 
It was built around a news 
paper mat program which offered more 
than 200 professionally prepared ads 
ind shoe mats for local use. It 
ontained top quality artwork and 
and was flexible enough to permit 
he store to plan a season-long news 
advertising program and show 
iny of more than 160 Huskies styles in 
i> separate newspaper advertisements 
The ads were designed to tie in di 
rectly with the Huskies national maga 
ine advertising campaign 
merchants a list of 
national ads and styles so 
suld coordinate the 
advertising for maximum sales results 
\ tally of these 
total 
us checked by a 
organization 
Bureau) 


such a 


vhich was 


merchants 


store 


copy 


paper 


Salesmen 
scheduled 
the 
newspaper 


howed 
store 
local 
newspaper ads, and 

linage on 
national re 
(Advertising 
that the 
imount of advertising placed by mer 


newspaper 


earch 


{ showed 


necKhing 
increased 
over the 
back-to 
business showed a di 
with both orders 
at an all-time high for 
Individual orders 
pot checked 
salesmen’s 


local 
than 
year 
Fall 


ect correlation, 


ant in newspaper 
200 


Repor ts on 


more per cent 
preceding 
hool and 
and 
the 


and 


pment 
peration store 


eorde) against promo 


tion or records, showed 


t where a single store had promoted 
nsistently for the period had 
ubstantially over 1954 figures 


adverti 


ale 
imped 
I} i 


vith results to 


integrated ing at its 
i rom 
offers 
ive 
that 


begin to 


back it up 


nerchant’s point of view it 


inlimited supply of expen ma 
the 
pro 
taff 


agency er 


and promotional idea 


, tore could not 


vithout its own advertising 
ing 
manufacturer’ 

that 


buy ing 


adverti 
the 
mean 


pensive 
rom 
A it 
unity are 
rand to a 


point 


people in the 


and wearing 


wreater extent toda‘ 


with continued store 


hefore 
and solid con 


than ever 


reorder imer acceptance 
for the name 


The 


the past 


successful store promotions of 
six months have one thing in 
They all promoted the brand 
the 


cannot 


common 
season 


rely 


throughout 
manufacturer 
magazine ad to 


consistently 
Just as the 
on a single 
keep consumer 
the merchant 
paper 
brand, i 


national 

recognition at a peak, 
who runs a single news 
ad, or who hops from brand to 
wasting his time and money 
Nor local advertising have to be 
large space to be effective. The bulk of 
the mat ads ordered from Huskies New 
York office in the past six months aver 

just 
stores 


dot $ 


age two columns on eight inches 
sixteen inches per ad. Yet the 
that have used small space advertising 
consistently are the ones that are draw- 
ing traffic and boosting their turnover 
and volume 

Another 
pared by 
for 


technique pre 
like Huskies 


the special store pro 


successful 
manufacturers 
local use i 
motion, built around 
give-away idea. These promotions are 
simple and easy to use. Every Huskies 
salesman is equipped to set them up for 
the merchant, and put them into op 
eration quickly and inexpensively 

One such promotion which has been 
ised by dealers in the past 
six months has drawn from 800 to 
than 4000 in traffic. Here 
the store uses a prepared series of ads. 
The promotion has paid for itself many 
times over in terms of traffic, volume 
and profit wherever it 


some contest or 


scores of 


more store 


has been used 
Such promotions can be set up to run 
month. They may run 
anywhere from 70 inches in a weekly 
paper, as with the above idea, to 5000 
lines in a metropolitan daily. Yet while 
they stand on their own feet in terms 
of traffic and sales, the important 
thing for the store is to continue to 
promote regularly, after the promotion 


for a week or a 


and capitalize on the interest and 
the 


ends, 
attention that has been created for 
brand in the store 

Promotional success stories are being 
built week in the year around 
promotions of this type. They confirm 
the fact that an aggre 
can do a wonderful job of competing 
effectively for increased volume and 
profit by drawing on the manufactur 
planned and 
material 


every 


sive merchant 


er’'s advertising 
tional 

Yet none of these benefits can begin 
to work for the store, and build added 
traffic and volume, unless the merchant 


promo 


realizes the opportunities open to him 
with the 
smart brand 


by working closely branded 
The 


thinks 


shoe salesman ales 


man today in terms of a “part 


nership” arrangement with his account 
He is vitally interested in bringing 
olid results to the individual! store, be 
he know the long run it 


‘ e that in 


benefit of himself and 


the 
company. 
1 he 


alesman’s 


pe to 


merchant who draws on this 


ads, dl 


resources of mat 


rect special displays and result 


find a 


mall, 
getting tore 
ubstantial 


promotions— will 
business on hi 
nationally brands. The in 
tegrated advertising approach can 
bring a greater return for every dollar 
he invests locally in his brand 
tion during 1956 


increase in 
advertised 


ope! a 


Washington Newsreel 
[CONTINUED FROM PAGE 54] 


cards” to be used as aids in the sale of 
merchandise. Involved in the case were 
sales of cookware, jewelry, silverware 
and similar products. 

The FTC ruled that an illegal 
ment of chance is present in a lottery 
scheme even if the purchaser receives 
an article of value, or, if dissatisfied 
with it, is under no obligation to buy 


ele 


Boom-level tax collections from 
porations, from individuals, and from 
are pushing the federal govern- 
income ahead of its ex- 
penditures. Individual taxpayers prob 
ably will harvest the only tax-cut 
plums to be handed out, however. The 
corporation rate (52 per cent) is not 
likely to be trimmed, and the possi 
bility of reductions in excises is but 
slight. 


cor 


sales 


ment’s cash 


for individuals seem 
assured, as the Republican Administra 
tion unfolds a dignified bid to the 
voters for a renewal of its four-year 
lease on the White House. Meanwhile, 
the Democrat-controlled Congress, 
eager to increase its majorities and 
hopeful of recapturing the White 
House, is with the soft, 
sweet melody of tax cuts for nearly all 
wage-earners. 


Lower rates 


wooing voter 


sigger exemptions rather than out 
right reductions, is the proposal 
most likely to succeed when the Senate 
and the House down to the brass 
tacks of writing the specific language 
of the revenue bill. Members 
of both the “lower ex 
emption” win them 


rate 
get 


revision 


parties believe 


method wil! the 


largest number of vote 


Shoe Corporation of America 
Building Warehouse Addition 
The 
America has 
of a $750,000 
2035 Innis 
Company of Cleveland is 


COLUMBUS, O Shoe Corpora 


tion of tarted construc 
warehouse addition 


The Austi: 


general con 


tion 
toad here 
tracto! 


expected next June 


Completion 1 
tory, of con 
add 
95,000 square feet of floor space to the 
150,000 


The structure will be one 


block, brick and steel and 


crete 


will 
existing 
The 


permit better 


said the warehouse wil! 
retal 


company 


service for its 591 


inits throughout the country 
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Fashion Creation in 


7 aeeX TURE O LEATHER 
as new 
as tomorrow 


This design available 
to shoe manufacturers 
Send for FREE sketch 


Here's a ‘collar and tie’’ casual that will spark 

the imagination of every alert stylist. The rays of 

tomorrow's sun provide the motif for contrasting the 

smooth and textured sides of SHAG leathers in a years 
ahead shoe style that’s years-ahead in comfort, too 
Spark up your shoe styles. . build greater sales 


Send for SHAG swatches....TODAY! 


THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
Fashion Right’ Leathers from our Tannery, Penacook, New Hampshire 


$T. LOUIS, MO CINCINNAT OHIO NEW YORK AND PENN MILAM FLORIDA 
HM. B. Avery Co Job A. Spille ¢ MH er Be J 

MILWAUKEE wis C 4EST r if LOS ANGEL 

Harold Stewart Johr Groehea L Se Ru White Co 


toa bog Re 


Representatives in All the World's Leading Leather Markets 


jew York, N.Y, ¢ 4 ¢ 
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Should You Hold That Line? 


value of the line you Many of 
the big profit makers in the shoe busi 
ness in the past just might not be the 
profit years Even 
one factory buying out another has its 
effect on how hard the 
purchasers try to keep the original con 


functioning in exactly the 


carry. 


1 
maker in to come. 


you, no matter 


cern same 
manner it did in the past. 


Suckers for a Salesman’s Pitch 


Americans are quite often sentimental 
ists. Especially businessmen. More espe 
businessmen. Businessmen 
like to consider themselves hard headed 
and factual, but it is still true that one 
good often the biggest 
salesman’s 


cially “shoe” 


alesman is 


sucker for another good 
pitch 
I know of three 


three 


eparate cases where 
men carried the 
same line of a certain work shoe. Their 
are widely separated geographi 
cally A new salesman took the 
territory these three stores were in, and 
was 
told to go ahead and take sizes on the 
stock o they could be filled in 

This was a conscientious 
fellow. After he had taken the sizes on 
the numbers carried he went out to his 
looked up the records of the 
pairs bought during past years. Then he 
pointed out to each of these three deal- 
ers that they had no business carrying 
half the numbers they each carried! 
BUT THE MERCHANTS THEM. 
SELVES DIDN’T KNOW IT! 

In other words, they would have gone 
right on filling in sizes against what 
they sold and would have continued to 
money (in proportion to their in 
vestment) WITHOUT KNOWING IT! 

You must keep matter 
how large or small a merchant you are, 
will know you make 
and where don't make 


eparate shoe 
tore 
over 
into each store he 


when he went 


new man 


car and 


lose 
records no 
80 you where 
money 


you 


[CONTINUED FROM PAGE 63] 


money. You must check the competition 
of your own town and neighboring 
towns, and check the looks of the pat 
terns as well as the line names them- 
selves. It is important! 

Take a long hard look at your own 
store. How long have you carried your 
two top lines of men’s dress shoes, work 
shoes, women’s dress shoes, welts, flats, 
children’s shoes, rubber goods, yes, and 
even hose, bags and polish. Check back 
if you can on the profits of each, and 
then ask yourself if you should con 
tinue to carry these lines. 


The Same Old Sales Talk 


Shoe men should go to a shoe show 
with an oven mind and not just visit 
the same old sample rooms where they 
have always bought and been 
pumped full of the same old sales talk. 
If you do this and then go home and get 
on the stool and try to push the same 
hoes down your customers’ throats you 
business or your 


shoes 


are not doing your 
customers any good. 

If you are a shoe merchant with many 
good customers, they depend on you to 
bring them the best shoes you can for 
the dollars they have to spend. Are 
you doing it, or going to sleep on the 
job? You don’t mean to, any more than 
any other good shoe man does, but it is 
easy to the same old routine. 
Don’t betray your customers’ faith or 
your own profits! 

Many of the lines you have on your 
shelves are backed by the most reputa- 
ble of companies. But assets, working 
capital, and how many merchants are 
buying the line are not the reasons you 
need for buying it for your store. Cer- 
tain companies you buy shoes from may 
be sound, well advertised, and have 
good shoes, but are they good for you? 

Other smaller companies you might 
buy similar shoes from might offer you 


accept 


better profits and give own cu 
tomers more satisfaction. A line of 
hoes that is good to-day may not nec- 
essarily be good in the future. 

A top line of men’s 
many years ago almost 
priced itself out of its own market. A 
shattering drop in sales woke the top 
management up in time and they got 
back where they belonged price wise. 


your 


shoes not too 


dangerously 


The Line Went Haywire 


Not long after this, one of the top big 
company lines went haywire price wise 
through the dictates of the manager. 
The store I was in at the time bought 
only enough of the shoes to keep the 
name, but replaced it basically with 
something else. Many other merchants 
must have done the same thing, and it 
took action by the higher ups to move 
this line back into the price bracket it 
belonged to to re-establish volume. 

The largest does not always mean the 
best, or the smallest the worst, or vice 
versa, or versa vice. The size of a com- 
pany making a line of shoes is of small 
importance. 

One of the best lines of welts 
country is a company headed by one 
man with only a few salesmen on the 
road, 

Some top lines of children’s 
now doing well in the stitch-down grade 
carry as high a price as some welt lines. 
Some manufacturers who have catered 
only to independent dealers in the past 
are now belrind on deliveries because of 
switching part of their production to 
chains. 

We can all see these signs for our- 

We must choose our lines care- 
these days and be prepared to 
fast of way 


in the 


shoes 


selves 
fully 
switch slowly in a 
when the time comes. 

But the question is, should we 
That Line? 


sort 


Hold 





The New Spring Shoes 


[CONTINUED FROM PAGE 64] 


Shoe Institute and its four sponsors 

the National Shoe Retailers Associa 
tion, the National Shoe Manufacturers 
Association, the National Association 
of Shoe Chains and the New England 
Shoe and Leather Association. It is 
now up to the shoe retailers across the 
United States to take it from there. Sy 
their and promo 
tion, they can make this March 4 Sez 
sonal Opening the occasion for profit 
able sales figures and extra pairage, 


efforts, cooperation 


Past Seasonal Openings have proved 
that in those communities where shoe 
retailers have enthusiastically and en 
ergetically participated in the promo 
tion of the new 
date, their customers have re 
sponded most satisfactorily. Even freak 
weather didn’t deter some of the enter 


season's shoes, on au 


riven 


82 


In Los Angeles, fo 
retailers worked hard 
pooled their idea 
Opening 
Everything was set for 
the community effort only to be con 
fronted (but not thwarted) with the 
highest temperatures on record for a 
ustained period. The heat may have 
enervated, and in some cases pro 
trated, people but in general the thrill 
and excitement of the new 
played and promoted with real enthu 
siasm, offset the effects of the weathe: 

as did the cool refreshments and ait 
conditioning in the stores. 

The 


times, 18 


prising merchants. 
instance, shoe 
and diligently and 
to put the Seasonal 


with a bang 


acros 


shoes, dis 


important consideration, at all 
the fact that merchants can 
profit by participation in these semi 
annual seasonal promotions and they 
will—to the extent of the energies, en 
thusiasm and cooperation they put into 
them. As for the consumers, they are 
always ready for new shoes and they 


would just as lief buy their first Spring 
March 4, 1956. All that is 
needed is the concerted effort of the 
shoe retailers and the concentrated 
promotion of the new season’ 


shoes on 


shoes 


U.S. Rubber Promotes Kelton 


New YorK—Herbert M. Kelton has 
been elected a director, a vice-president, 
chairman of the finance committee and 
member of the executive committee of 
United States Rubber Company, H. E. 
Humphreys Jr., president, announced. 

At the same time, Frank J. McGrath, 
formerly an assistant treasurer, was 
elected to succeed Mr. Kelton as trea- 
surer. Alva F. Myers, formerly an as 
sistant treasurer, was elected senior 
assistant treasurer, and W. Richard 
Fish, formerly assistant to treasurer, 
was elected an assistant treasurer, Mr 
Humphreys announced. All men as- 
sumed their new posts on January 1. 
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Manufacturing and Markets | DANCE - Biggest Potential 


CONTINUED FROM PAGE 79 
in Children’s Wear 


dress. Whereas last year she may have bought a gold kid a — — 


they are a real party shoe, yet they can be used with any 


that would only go with one frock, this year her vinylites 
are good for everything. 

Sbicea finds that for other than extreme dress-up styles 
their Florentine embossed kids have been running wild 
rhey import the leather from the Italian city, then make 
up the shoes themselves in American stylings. Baroni 
looks for prices in his lines to hold steady, except for 
certain specially tanned leathers where they have been 





getting some bad price breaks. By and large, costs will 
remain static 

Early snows and rains back east have boomed sales in 
California-made rain wear, even though our local ther 
mometer says 75 degrees as this is written. Hugh Pollock 
of Peek-A-Boot Co., manufacturers of a semi-transparent 
ladies’ and misses’ overshoe, says they have found their 
sales booming and orders hard to keep up with. A spe 
cialized item, they have made their own place in the indus 
try and feel their future is unlimited. The boot is rede 
signed periodically; a new fastener was introduced this 


year to give a better fit and a tighter ankle 





Spring teen-age casuals are bigger than ever. Vogue 
Shoe Co. finds their slip-lasted styles remain the leader 


of that line, with all heights being used. S. C. Fabrick of ' 
that company wallet re aoe oie lots of i but get your share with 
LEO’S eye-catcher 
window and 
SHOE ENOUGH  “Gepartment DISPLAY 


By Bess Ritter 


its the same old story -plain whites are still the big seller 


] 


THERE were so many shoe stores in ancient Rome that a | FREE...ask for it! | 
L 


special street was reserved for them, which promptly be 


came so crowded with cobblers that Domitian, who ruled 
in 81 A.D., had to order their removal. Shortly afterwards Did you miss out? You can still get this compact, com 
shoes were manufactured on a large wholesale scale and plete 3-piece Display ‘stopper’ in time for all that 
factories replaced the small craftsmen altogether. Shoes 
were valued so highly by the populace that they were Recital business just ahead. Cash in on new profits by 


easily the most costly item of the entire costume, and the making your store dance shoe headquarters 


x 
TOE SHOES | 
On-the square toe i , 


design with center 


| 
| 
| 
l F /% 
wearing was regulated by a vast code of rules, and sump : ; l ~ ) 
t balance running / 
tuary edicts of the empire governed the use of different | cal the leak ; 
' = | Svede toe A-tEt 
| 
| 
| 
| 
| 
| 





designs were executed by really famous artists. The 
Roman lover treasured his sweetheart’s shoes so much that 
he'd save one as a keepsake, and the girl would hide her 
love letters underneath her shoe linings—especially if she 


happened to be married to someone else at the time. Shoe 


styles. Anyone could tell your social position, your profes yu 
widths 6s 9I 4 


sional status, the extent of your wealth and even your age 


by merely taking a glance at what your feet were wearing SOFT TOE BALLETS 


G 
vy, 


Anyone inferior to the emperor was prohibited from weat Accordion pleated, completely 


flexible glove leather, fully lined short 


ing a certain type that was called the “tzanga.” This was ‘ 
made of purple leather, embroidered in gold, and finished pons prong ical taal 

with a gold eagle set over the instep. In fact. the crime 

was punishable with exile and confiscation by the govern Wisiee tor naw 
ment of the wrong doer’s possessions Slaves went bare 1956 Catalog 
foot, and the soles of their feet were covered with chalk 

when they went up for sale. A criminal had to wear i 

wooden sabots which were heavy enough to prevent him 

from making a quiet, easy escape. Even horses wore 


smart, removable shoes, which resembled little baskets and ADVANCE THEATRICAL SHOE co. 
were tied to the legs with thongs. The most fashionable } 32 West Randolph St. Chicago 1 it. 


shoes for the ladies were white, but the bride liked to 
wear a deep orange-yellow. Matrons liked yellow. Green 


was third choice KNOWN THE WORLD OVER BY THOSE WHO TEACH, STUDY AND LIVE THE DANCE 
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Leading Footwear Manufacturers A Quality Store Sells 
A Quality Product 


“TRIM IT WITH BORG’’ [CONTINUED FROM PAGE ¢ 


of windows can you keep foot traffic 


interested 


ide j Pink Deer Island granite has been 
, used for the entrance facade, and fo: 
paneling under the front windows, and 

it is carried into the store itself to 

correlate the interior and exterior 
decoration. Warm walnut paneling is 

used throughout the store, contrasted 

vith warm gray carpeting and ac 

cented by turquoise leatherette up 

holstering the chairs. The neutral! tone 

of the window draperies which are 

turquoise and sienna on a natura! liner 
background, does not distract from the 

shoes, and the draperies may be drawn 

hut for backing the merchandise on 

display or pulled to the sides to soften 

the angles of the windows. The walnut 

frame of the shadow box behind the 

wrapping counter is inlaid with pig 


kin tile 


The luminous ceiling give 
hadowed lighting without a trace 
glare. Recessed ceiling and show wi: 
dow lights, together with suspended 
spotlights directed on the shoe bar, 
complete the lighting 


Architects for the remodeling were 

pesca Hertzka and Knowles of San Francisco 
courtesy 
Kickerinos 


Cabinetwork, doors an partitions, and 
paneling were supplied by the Muller 


Manufacturing Company, San Fran 
* Borg dee le fabr cisco. Kawneer Company, Berkeley 
g deep pile fabrics California, supplied the window sash, 
the result of exclusive knit — jinds and shades. Lighting was by Cal 
and finishing processes, jfornia Electric Supply Co., San Frat 
have been extensively field cisco; luminous acoustical ceiling by 
proven. And yet they are F. K. Pinney Company, San Francisco; 
constantly being tested and ~— carpeting by Bigelow-Sanford 
improved. 


* Borg’s 100% Dynel trim 
assures superior break and = National Runs Third Printing 
superior coverage, lending “te oF 
a look of “tailored” smart- On Care of Children’s Feet 
ness to the better makes of New York—Recognition of the Na 
footwear which itenhances | tional Shoes, Inc., booklet, “How to 
sO graciously. Care For Your Children’s Feet,” as ar 
objective authority on the subject 
*Borg’s 100% Dynel trim — gaining tremendously, according to Na 
is luxurious to feel. Touch tional Shoes officers. Because the sup 
of a hand instantly reflects ply from the first and second printing 
its superlative quality. of 500,000 each has been exhausted, a 
third printing of 500,000 has just been 
*Borg’'s 100°, Dynel trim, run off and is being distributed cur 
with heavier density, lasts = "€") 
and lasts and lasts. Cus- Prepared in cooperation with the Po 
tomers love its built-in, diatry Society of the State of New 
long-wearing qualities. York, the pamphlet enjoys their un 
qualified endorsement. Thousands of 


BORG FABRIC DIVISION these booklets have been distributed by 


these foot specialists to their patient 


fal ucd ¢ Wi, falta and in this way, have won for National 


Shoes many friends and customers 


au youd leday This third printing carries several 
important revisions which should make 
it even more important as a contribu 
tion to the safeguarding of young feet 
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isjthe Durable Finish 
that’s “Locked In” from 
Packing Room to 
Consumer 


It Looks Better Longer 


Duralene is the new leather finish for the tanne 


na | 
* | factory packing room. If it is used by either, it g 
DURALENE j finish If 1% used hy both, it vive i “pe lat | 
for the It’s more durable. Lustre of 1 finish hold | 

packing room factory to wearer. Shoes have add 

1s the newest look that Duralene vive 1de I¢ 

member of the 

family of 
repellency. Rain won't spot it 


Df] 
r it fi | The price Is good news, too, because Dural ne adds 
without increasing cost! Ask for a demonstration to-day! 


Distributed by UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 


b BB Che 


and texture stands out 


The wearer gets an additional “‘bonus” in Duraler 
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MONARCH price-marking 


Shoes in The News 
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In casual shoes the trend continues in two directions—to very 
open and completely closed. Shown here: Raffia mule in 
natural color with multicolor trim, on 17/8 wedge. A Sun Fun 
by Caribbean Modes, Also, unlined and very soft shoe of 
glove tanned cowhide, hand-stitched by Florida Indians, foam 
rubber innersole. A Seminole Squaw by Caribbean Modes. 


ca ¥ t 


Monarch price-marking gives customers for CHILDREN’S shoes are becoming more and more like 
shoes, hosiery, handbags and children’s items their elders’ in style, color and material. M. J. Nazzaro, 
more sales information than could possibly Inc., of Los Angeles, is using a new material, pastel or- 
be crowded onto a hand-written ticket 

Neat, legible price-marking builds respect 
for your store, confidence in your prices, It 


helps sell slippers and rack items. By standard 
In this children’s casual for 
Spring, pastel organdie vin- 
using code symbols, printed tickets can also a ylite is combined with all 


carry confidential auditing and inventory data ; colors of pastel and white 
pearlized leathers. 


izing the position of each line on the ticket and 


to save clerical work 
The inexpensive, hand-operated Monarch 
Junior makes it easy to change from smudged, 
illegible pencilled tickets to businesslike Mon 
arch price-marking. Monarch Junior price ; y 
gandie vinylite, in a Spring casual in infants’, children’s 
marks labels, including the pressure sensitive 
Senso labels, Kimflex tickets, Slip Fold tickets, 
string tags—in sizes and styles for all shoe 


and misses’ size ranges 


store merchandise, Send the coupon for addi 


,tional information without obligation 


Monarch Junior price-marking 

machine (illus.), hand-oper 

ated $77.50° f.o.b. factory. 
*Price quoted is for the U.S. and pos 


sessions, State and City Tax when 
applicable, extra 


The MONARCH Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 


Please send, without obligation to us, illustrated folders on Monarch 

Junior; also sample Monarch tickets, tags and labels for use on 

shoe store merchandise. “Clog-Hoppers,” a new bath and beach sandal made of plastic 

— that will not splinter or chip and is so Tight it floats, has 
. been developed by Nu-Dell Plastics Corp., Pulaski and Belden 

fve., Chicago. It is non-skid, of a comfortable foot-form 

design, and can be cleaned by merely rinsing. Available in 

Post Office Zone State a complete range of sizes for the family. 


Address 
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There’s Money 
in Retail Shoes—If 


By MARK LELYVELD 
Lelyveld Shoe Co., Rockland, Mass. 


Want to make some real money? 

You can do it in retail shoes, IF—you can find the new 
selling technique that the shoe business must find if it Is 
to get its fair share of the country’s higher standard-ot- 
living dollar. 

A comparison of your own volume increase in the last 
10 years with that of the supermarket, for example, is an 
eye-opener. 

A liberal average volume increase in shoes would be 
four or five times per retail unit. 

Supermarket volume has increased more than 20 times 

This is truly a revolution. 

And the supermarket revolution has extended to many 
of the items stocked by these stores. Candy, cigarettes 
packaged medicines—to mention a few-——have found volume 
sales in the supermarket. 

This didn’t happen overnight. Although you might think 
so when you see huge one-stop markets springing up 
literally in fields by the roadside. 

Now, we're not suggesting that shoes can be sold best 
in supermarkets. They can't! 

But it’s time the shoe industry applied some energy to 
analyzing shoe marketing. 

The objective is the old, simple one—increased turnover, 
making smaller and smaller mark-up margins possible 
with volume the source of real profit. And this volume 
must be achieved with a reduced sales cost per unit in 
terms of personnel required to service the sale. 

There is the $64,000 problem. 

A recent Boot anv SHor Recorper article by Mr. Vin 
cent G. Egbert of Bozeman Montana, suggested fewer units 
in better grades at longer mark-up as the answer to the 
individual retailer’s problem. 

But this country has plowed under hogs and tried the 
economy of scarcity before—without success. The health 
of the total industry, retail and wholesale, requires in- 
creased production and expanding markets 

A capsule analysis of super-market success may be 
instructive. 

Stage one of this merchandising revolution was saturation 
advertising of brand names. 

This eliminated the need for the trained and helpful 
clerk. 

If it was Borden’s, “it had to be good.” And that was 
true whether the product was found at Tedeschi’s Super 
market in Rockland, Massachusetts, or an A&P in Cali 
fornia. 

Price, although important, was actually made secondary 
to brand. An unknown brand, even if cheaper, could not 
compete with the known package. 

Having eliminated the “clerk’s judgment of quality,” 
stage two was to make it possible for anyone to recognize 
the package and its contents. 

Intelligent and colorful packaging made it unnecessary 
even to have a man remove the item from the shelf. The 
customer happily served herself. 

In stage three, all that remained was to tailor the retail 
outlet to the physical needs of the self-serving customer 
Wider aisles, speedy check-outs, etc. 


Whether this neat 1, 2, 3 pattern is possible in the shoe 


industry is anyone’s guess—but it’s worth thinking about. 
We shoe retailers know (and some feel deeply) that 
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is virtually 


DEBT 


per capita 


Only $2.52 per capita! The average of all 48 states is 
$50.02 per capita 20 times higher than Missouri! Only 
5 of the smaller states have a lower per capita debt 
than Missouri 


Just one of the many reasons 
MISSOURI is a leading state 
for SHOE PRODUCTION 


Missouri's low debt, central shipping locations, and con 
servative tax structure are most favorable to shoe pro 
duction. In addition, the labor and materials you need 
are abundant here: hides from 4 cattle markets; tanning 
materials from Missouri forests; a diversified labor pool 
with an enviable labor relations record 


Let us “tailor-make” a plant 
for you! 


Seventeen Missouri cities are ready to build a plant to 
your plans then lease to you on long, favorable 
terms. ‘Twenty-seven shoe and leather products firm 
have located in Missouri during the past five year: 
Missouri’s 158 shoe and leather processing plants added 
a total product value, by manufacture, of $169,867,000 
in 1953 

Missouri doesn’t just send literature. Our industrial 
engineers go with you on your private exploration tour! 
Find out now how you can profit by locating in Missouri 
under the “tailor-made” plan 


PHONE COLLECT 

or write today 

Lisle Jeffrey, Industrial Director 

Dept. A691 

Missouri Div. of Resources & Development 
Phone Jefferson City 6-7185 


Jefferson City, Missouri 





00MELS 


TRADEMARK 


—the complete foot-sock line 


—now exclusively 


can sell Footlets with ever 
y Footlets are Sanitized 


ntiseptic 


y Footlets po: 
) Stay-on heel pad, 
Stock Footlets for easy 
ry shoe ir 
a; 


run-proc 


20¢ to BI¢ 


All nylon stretch Footlets 
individually packaged in attractive colorful tube and display dispensers. 


~~ 


FULL FOOTLET BACK STRAP FOOTLET TOE GUARD FOOTLET 








J. W. LANDENBERGER & CO. 385 Fifth Avenue, New York 


Aa { t n Canada by: Cosn nderwear Co ltd., exclusive licensees 


step one and two are not registering as we would like 

Ihe manufacturer, spending his dollars on brand ad 
vertising, must be concerned about why (to quote Mr 
Egbert again), the consumer “isn’t impressed.” 

For the development of true volume selling has to start 
with the success of Stage 1 

National advertising, as presented today, seems designed 
first to impress the retail dealer. 

As a representative retail outlet, we have found that 
instead of the manufacturer setting the stage for brand 
acceptance, the most effective work is being done on a 
local level by reputable retailers. In other words, brand 
advertising now is successful locally—but not nationally 

We would think that this fact also would give the whole 
saler or manufacturer something to think about. 

It at least opens the door to a couple of thoughts: 

1. A larger share of the advertising budget for local 
advertising ; 

2. Re-vamping the national advertising pattern—aiming 
it truly at the consumer. It’s just possible that those full 
color ads are not telling the consumer the facts she really 
is interested in 

Another thought. How many times have retailers re 
ceived similar ad promotion programs from competing 
manufacturers? Apparently they are prepared by agencies 
too bored, entrenched or unimaginative to create some- 
thing truly different for each account. 

And while these creative agencies are pondering the true 
consumer-appeal medium, a fast look at stage 2 should be 
encouraged. 

Why does a shoe box have to look like a shoe box? The 
beloved things are everything from potentia] sock boxes to 
infant jewelry boxes. 

These thoughts are put forth not as answers, but be 
cause, like so many of our fellow shoe retailers, we feel 
the need for the refreshing breeze of progressive change 
in our industry. 

It’s ridiculous to think that what has been done in one 
field of retailing can’t and won't be done in another. 

And with per capita income rising, there’s a_ million 
dollars in it for the merchandiser who successfully parlays 
brand names, packaging and the tailored retail unit. 


Mailing Letters in Parcels 


Fon the first time in history, the Post Office has permitted 


letters or messages to be mailed inside packages or pub 


lications under a new “combination” mail service. If the 
permit is made permanent, the phrase, “sending unde 
separate cover,” need not grace an invoice or letter again. 

New rules have permitted a letter or other single piece 
of first or third-class mail to be placed inside fourth-class 
parcels. All that is required is that the mailer indicate on 
the outside of the package that a letter is enclosed and 
pay the regular postage rate for the parcel, plus an extra 
three cents for the letter. All postage must be placed on 
the outside of the parcel. 

The new service which is being tried for 60 days before 
becoming final, should be of special use to business firms 
sending substitute merchandise and wanting to explain 
why; also, companies including sales letters with samples 
of merchandise or promotional items, and manufacturers 
sending operational, maintenance, repair and guarantee 
instructions with household appliances. 

Mailing of two classes of mail together through use of 
separate but attached envelopes and containers has been 
available for some time and will continue to be permitted 
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What Labor Wants from Congress 


$ HARPLY stepped-up federal aid to areas where 
unemployment is a major headache is being urged on 
Congress by the CIO. 

The union says the following are immediate “musts” 
for the nation’s 125 existing distress areas: 

Government should pay cost of moving workers out 
of the areas. 

{ nemployment compensation should be extended and 
increased, 

Surplus food should be distributed without charge. 
relief should be 


relief agencies cannot 


when local 


health 


Extra cash extended 


maintain family and 
decency. 

Modify pension set-ups so workers need not wait 
until age 65 to draw benefits. 

These are immediate needs, the CIO says. In addition, 
the union is asking Congress to plan long-range public 
works loan lending and offer 


programs, programs 


priority to distress areas on government contracts, 


Ask Millions in Loans to Aid 
Distressed Areas 


FiepERAL government should provide loans of up to 
$90 million to distressed industrial cities and rural 
areas to help them build modern plants to attract new 
industries, Congress is to be told, 

William L. Batt, Jr., executive secretary of the Toledo 
Industrial Development council, says such a program 
of loans and loan guarantees would save the govern 
ment money in the long run. The nation now pays $136 
million a year to subsidize unemployment in at least 
17 chronic labor surplus areas, he says. It would cost 
$271 million to build modern, one-story plants in those 
areas, he argues, and the government shculd loan up 
to $90 million, or one third of the cost. to help these 
areas out. 

Availability of modern, one-story plant space at a 
low price is the “greatest inducement” to bring new 


industry into a community, Mr. Batt says. 


No Present Threat in Automation 


ConGRESSIONAL study of the impact-—and possible 
need for regulation—of automation is over for the 
time being, but industry will undoubtedly remain alert 
to head off unwarranted governmental controls as the 
technology of production expands. 

In its first brush with the lawmakers over automation, 
business and industry fared pretty well. A joint Senate- 
stabilization, headed 


after 


House subcommittee on economic 
by Sen. Paul H. Douglas (Illinois Democrat) 
several weeks of hearings on automation, concludes that 
while no new legislation is needed now, the matter bears 


watching. 
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What's 
New? 


Another new Tingley Rubber that fits 
every shoe in your store 
in just four sizes 














Tingley Molded Sandal 


This new rubber may look imilat 
to last year’s Tingley Sandal but it 
is molded on a completely new last 


vith a broader toe, wider sole and 
larger heel seat This new 


plus one piece, unlined, light weight, 


hape 


tretchable construction enable it to 


fit both narrow light dress shoes and 
the popular brogue style 
You must try these new anda! 


on shoes in your own store to believe 


what they can do. Even half sizes in 


two lasts (28 sizes) of lined rubber 
can't do the job as well 

Made with Tingley diamond grid 
non-slip sole, in black, brown and 
beautiful translucent amber pure 


gum. Your Tingley Distributor nov 
has these in stock. Get in touch with 
him today If you don’t know hi 


name write to 


RUBBER CORPORATION 


903 ROSS STREET, RAHWAY, N. J 













IN-STOOK CATALOG - SPRING AND SUMMER 1956 NEWSPAPER AD MAT SERVICE 





new 1956 


» 


color catalog 


32 pages. Over 250 Spring 
styles for tots to teens 
in stock 

to retail from 4.95 to 6.95 
This year, make your store 
fashion and value 


headquarters for all the 
tribe: Feature LAeCOeNIeANS! 
They're tested and proved 


. top value. They’re 
America’s fastest selling 
children’s shoes... and 

fastest growing style line 

for Debs. You'll be backed 

up by LAeCOeNIeANS extra-fast 
in-stock service... your orders 
will be shipped the same day 
they're received. Send for your 
new 1956 in-stock catalog today! 


Nationally advertised in 
Parents’ and Seventeen magazines 
LACONIAN SHOES CORPORATION 
Laconia, New Hampshire 
Telephone: LACONIA 10 


Predict New Era in Leather 
Due to Solvent Tannage 


Tue leather industry faces a new era as a result of 
recent and current developments in a new phase of 
tanning called “solvent tannage.” This process is 
resulting in new types of leathers and a sharp reduc- 
tion in production time and costs. And shoes of the 
future will have a new look and a new feel as a result 
of these leathers. 

This was reported by Julian B. Hatton of the Eagle- 
Ottawa Leather Co. at a meeting of the Leather and 
Footwear seminar under the auspices of the Quarter- 
master Association in Chicago. 

Hatton gave a brief progress report on the phenome- 
nal new Secotan process of leather tanning, in which 
his company has participated over the past two or 
three years. Inventor of the process is Dr. Ushakoff of 
Boston. The Secotan process is actually a solvent tan- 
nage procedure which cuts an important portion of the 
tanning process down to a mere three minutes which 
before required days. Some of the many advantages 
promising to come out of this development are: 

(1) A drastic reduction in tanning time. 

(2) Lower labor costs. 

(3) A better quality of leather (for example, all fat 
wrinkles are eliminated. ) 

(4) Substantially smaller amounts of tanning mate- 
rials are required. 

(5) Permits shoes to be molded rather than lasted 

thus opening up new vistas in methods of shoe- 
making. 

(6) Lowers over-all costs of leather-making and 
hence of leather. 

Leather made by this new process is said to be more 
comfortable, softer, wears better. After the tanning 
process the fibers of the leather are cleaner and more 
intact, giving a better character and strength to the 
leather. Another important factor: leather tanned by 
this process weighs less than the same type and foot- 
age of leather made by conventional processes. This 
suggests that shoes will be able to carry much lighter 
types of leathers without loss of strength or wear values 

“This is just the beginning for solvent tannage,” 
Hatton said. “In fact, the very future of the tanning 
industry lies with this type of tannage.” 

The Secotan process is said to be very close to com- 
mercial status. Within another month, for example, 
Eagle-Ottawa will be producing 800 sides a day, which 
is considered a substantial output, by this process. 
Large-scale or industry-wide production by this process, 
however, “is still somewhat in the future,” Hatton said. 


Shoe Mart Granted Charter 
AsHeviLLe, N. C.—Asheville Shoe Mart, Inc., has 
been granted a charter by Secretary of State Thad 
Eure. Authorized capital stock is $50,000, with $11,000 
stock subscribed by Charles W. Smith and Annebelle 
Smith, both of Asheville, and W. B. Schorr of Cin- 


cinnati, O. 
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RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


State Reports Issued on Retail Census 





Preliminary Series to Be Followed by Area, Subject and Trade Bul- 
letins, and Complete Bound Volumes—How and Where Obtainable. 


WASHINGTON, D. C. Preliminary 
reports on the 1954 Census of Business, 
including retail, wholesale and service 
trades, are now being issued by the 
Bureau of the Census, report 
covering one of these trade branches in 
an individual state. Reports covering 
more than a dozen states had appeared 
at the beginning of the year and the 
balance are expected to follow one 
another in rapid succession. 

When all of these state reports have 
issued, each of che three 
namely retail, wholesale and 
service trades, will be followed by a 
United States Summary Report. Busi 
ness men desiring to receive any or all 
of these reports obtain price in 
formation and forms by con 
tacting Bureau of the Census, Wash 
ington 25, D. C., or any U. 8. Depart 
ment of Commerce Field Office. 

The final census results 
published in the form of area bulletins, 
subject bulletins, trade bulletins, 
tral business district bulletins and the 
complete bound volumes containing the 
full reports of the 1954 Busine 
Census operation. Order forms for any 
of these may the 
mentioned sources. 

Following are brief descriptions of 
the bulletin series for retail trade: 

Area Bulletins: A separate bulletin 
for each State, the District of 
Columbia, Alaska, and Hawaii showing 
kind of bu 
number of 
sales for the year, pay 
roll for the year, payroll and number 
of employes for the payroll period 
nearest November 15, 1954, for total 
and for full workweek employes, and 
number of proprietors. 

Subject Bulletins: Thi 
vides data on a variety of 
including credit and 
receivable; inventories; legal 
organization; single and 
organizations; and also 
data classified by 
lishment, employment-size of establish 
ment, and the city-size of the place in 
which the establishment is located. 

Trade Bulletins: This 
sembles data for a particular 
or group of related trades. The data 
for the most part are assembled from 


each 


been series 


selected 


may 
orde) 


will be 


cen 


be obtained from 


above 


data classified by iness of 
the establishments, on 


establishment 


series pro 
topics 
accounts 
form of 


multiunit 


sales 


basic Censu 


sales-size of estab 


series as 


trade 
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Shoe Man Headline Speaker 
At NRDGA Convention 


New York—John W 
McGrew & Morgan, Inc., 
the shoe department in the Dils Broth 
ers Parkersburg, W. Va., had 
an important place on the program of 
the forty-fifth convention of the Na 
tional Retail Dry Goods Association at 
the Statler Hotel 
dressed the ready 
ing session, January 10, on “Your Shoe 
Volume Deficiency Is Showing.” 

Mr. Morgan outlined in his addre 
the principal qualities that the ideal 
shoe buyer and merchandiser should 
possess and made some suggestions a 
to how he should operate 


Morgan, of 
who opel ate 


store at 


here, when he ad 


to-wear merchandi 


“As a buyer he will know the 
resources, the most effective price lev 
els,” Mr. Morgan said. “He will know 
potentially good supporting personne] 
He will be a non-clock-watcher will 
himself to the intelligent se 
lection of a balanced inventory 
patible to location 
to turn it profitably 
“He will 
that his sell in 
mony with basic apparel line 
departments. He 
lasts and patterns. He will 
to write 
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his and will know 
how 
texture so 
har 
and a¢ 
will know 
know how 
tnat he 


proper 


know color and 


hoe fashions will 


cessory 


proper size scales so 
his staff how to sell 
fit. He will know leathers and construc 
tions so thoroughly that 
and teach how to sell 
“He will that 
and aggressive enthusiasm to 
which will endow the whole 
tion with an undisguised desire to radi 


can teach 
he will buy 
ound value 


possess incomparable 
a deyree 
organiza 
ate their great liking for hoe re 
tailing.” 
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Regal Shoe Names Wood 
Ad and Promotion Director 
WHITMAN, Mass.—Robert M. Wood 


who has been associated with the Com 
monwealth Shoe and Leathe: 
for the last 14 years and of which com 
pany he ha tant 
manager since 1946, has been appointed 
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Miles Shoes Leases Location 


Mile 

immediately 

the F. W. Woolworth 
nopping Center on the 


Acre 
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Highway at Valley Stream 


New YORK Shoes has leased a 


tore location adjoining 


tore in the Greer 


announced by Irwin 8S. Chani 


the Chanin Organization pon 
tne shopping center 

William N. Steinam 

f Mile 
Acre 


ture 


aid tnat tne 


be of 


interior 


tor will moder? 


with an pian 
it r 


priced mer 


Das) of Xperience in t ng popu 


women’ and 


hoe in approximate) 2) 





Regal’s Streamlined Unit in Birmingham 


we, te ghy s 
~ ag A ie 


, : 


A view of the new Regal Shoe Store in Birmingham looking toward the entrance. 
Note the lounge chairs upholstered in wine leather, the unique display racks and 
the shoe-shine stand, said to be the only one in a shoe store in Birmingham. 


BIRMINGHAM, ALA. City Commis 
sioner Robert E. Lindbergh cut the rib 
bon in the formal opening ceremonies 
of the new Regal Shoe Store in the 
Frank Nelson Building here. 

Present for the ceremony were lead 
ing personnel in the Regal retail or 
genization, including S. L. Norwood, 
store manager; C. J. Haas, district 
supervisor; L. J. Sealy, national dis- 
play director for the Regal stores, and 
W. M. Priestly, business manager. 

The luxuriously appointed new store 
has three times the racking space of 
the old and is more than three 
as large as the former location. 

According to 8S. L. Norwood, who 
been manager of Birmingham’s 
Regal store for more than 14 years, the 
new store has a stock capacity of 10, 
000 pairs of shoes, slippers and rub 
bers. It has seating for 18 customers 
at a time, 

Regal’s will promote the sale of un 
usual lizard shoes for men, and will 
feature a unique line of silk Italian 
shoes for their customers. 

The interior is beige and brown, with 
just a touch of gold. The lighting sys 
tem features fixtures of black and gold. 

Distinctive prints by Godey and Pic- 
adilly are attractively spaced on the 
creamy beige and brown walls. Wall- 
to-wall carpeting in beige and brown 
blocks extends to the terrazzo tile di 
rectly at the front of the store, 

Five large squares of light are set 
in the sound-proof ceiling at intervals, 
surrounded by 14 round gold and 
black lights. Handsome 
black and gold lamps are set upon smal! 
tables scattered through the store, and 
added interest is provided by black and 
gold carriage lamps, on the left hand 
wall at the entrance. 

Regal’s is employing a new type of 
streamlined upholstered stool. It also 
has a new type of cream-colored dis- 
play rack lit by gold fluorescent lights 
placed above and beneath each shelf. 

The shoe-shine stand, where the cus 
tomer’s old shoes may be shined while 
he is fitted, is the only one in a shoe 


times 


has 


fluorescent 
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store in Birmingham, Mr. Norwood 
said, 

Three gold and white lamps illumi 
nate the gleaming white pegboard at 
the entrance of the store, where bed 
room shoes are displayed between gold 
pegs. Dozens of colorful pairs of sox 
are stacked on clear glass shelves di 
rectly at the entrance. 

Regal’s windows feature shoes bril 
liantly displayed against a royal blue 
velvet back-drop, and in gold framed 
shadow boxes. 


Children’s Cancer Drive 
By Shoe Industry Hits Top 


The 1955 drive of the shoe 
and leather trades for the Children’ 
Cancer Research Foundation 
its goal of $10,000, it was reported by 
Charles W. Sweeney of the Kelley and 
Sweeney Leather Company. He was 
general chairman of the campaign. 

Members of New England’s shoe and 
leather trades have made total contri 
butions of $54,203 in four campaigns 
conducted since 1950. 

Leaders in the just-concluded cam- 
paign, besides Mr. Sweeney, were Louis 
Kleven, Klev-Bro Shoe Manufacturing 
Company, Derry, N. H.; Joseph T. Me 
Cauley, Allied Kid Company, Boston, 
and Charles Slosberg, Green Shoe Man- 
ufacturing Company, Boston, who all 
served as vice-chairmen; Maxwell 
Field, New England Shoe and Leather 
Association, treasurer, and Myer S. 
Lowenstein, Allied Kid Company, Bos- 
ton, secretary. 


BOSTON 


reached 


Henschel Famous-Barr Buyer 


Sr. Louis Henschel, for- 
merly in charge of women’s shoe opera 
tions in Famous-Barr Company’s three 
branch stores, has been named buyer 
of women’s salon for Famous 
Barr, with headquarters at the down 
town 

Mr. Henschel was named to the post 
formerly held by the late William 
Michaels, 


Leo i 


shoes 


store. 





Dates to Remember 


Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit 
Jan. 15-17, 
Forty-second annual Mid-Atlantic Shoe 
Show, Hotel Benjamin Franklin, Phila- 
delphia Jan. 15-18, 
Summer Shoe Show, Twin City Shoe 
Guild, Hote! St. Paul, St. Paul, Minn. 
Jan. 21-23, 
Convention, Empire State Footwear As- 
sociation, Inc., Onondaga Hotel, 
Syracuse, N. Y. Jan. 22-24, 
Spring Shoe Show, Tri-State Shoe Trav- 
elers Association, Hotel Statler, Buf- 
falo, N. Y. Feb. 5, 6, 
Summer Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel William 
Penn, Pittsburgh Feb. 5-8, 
Factory Management Conference, Na- 
tional Shoe Manufacturers Associa- 
tion, Netherland Plaza Hotel, Cincin- 
nati Feb. 18-21, 
Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 
Feb. 26-29, 
Breakfast Meeting, National Shoe Man- 
ufacturers Association, Sert Room, 
Waldorf-Astoria Hotel, New York 
City, 8:15 A.M. Feb. 28, 
Fall and Winter Leather Show, Tanners’ 
Council of America, Waldorf-Astoria, 
New York City Feb. 28, 29, 
Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit 
March 11-13, 
Tanners’ Council Spring Meeting, Boca 
Raton, Fla. April 5, 6, 
St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Jefferson, 
Statler and Lennox Hotels, St. Louis 
April 29-May 2, 
Fall Shoe Show, Southwestern Shoe Trav 
elers Association, Adolphus, Baker, 
Statler, Hilton and Southland Hotels 
May 6-9 
Shoe Show lowa Shoe Travelers, Hotel 
Fort, Des Moines. la May 13, 14, 
Fall Shoe Show, Indiana Shoe Travelers 
Association, Severin Hotel, Indian- 
apolis May 13, 14, 15, 
Foll Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel William 
Penn, Pittsburah May 20-23, 
Grand Rapids Shoe Show, Michigan 
Shoe Travelers Club, Pantlind Hotel, 
Grand Rapids. Mich May 23-25, 
Shoe Show, Michiqan Shoe Travelers 
Club, Hotel Statler Detroit 
June 2-5, 
Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michigan 
Shoe Retailers, Statler and Sheraton- 
Cadillac Hotels, Detroit June 3-6, 
Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 
Aug. 19-22 
Leather Show, Tanners’ Council of 
America Waldorf-Astoria Hotel, 
New York City Aug. 21, 22. 
Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel, 
Chicago Oct. 25, 26, 
Notional Shoe Fair, National Shoe 
Manufacturers Association and Na 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
Oct. 28-Nov. |, 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, Baker, 
Statler, Hilton and Southland Hotels 
November 11-14, 
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Retired Rich Store Buyer Trained Generation of Fitters 


WASHINGTON, D. C.—When Milton 
Srock celebrated his  seventy-third 
birthday January 1, he was remem 


bered by his friends and associates at 
the Rich Shoe Store in downtown 
Washington as the employee with an 
unbroken record which years 
ago. 

Back in January, 1897, a young lad 
of 14 went job hunting. His efforts 
took him to 1002 F Street N. W., the 
original location of the Rich Shoe Store, 
now located directly across the street. 

The young lad served in a varied 
capacity as stock boy, messenyer, and 
sometime salesman. By 1924, Milton 
rock, then in his middle thirties, had 
promoted to buyer of women’s 


began 59 


been 

footwear. 
His only 

men’s shoes, 


selling wo 
Although he 
too old for golf, he 
keeps close contact with Rich’s 
alert to the changing trends and style 
During his days as a buyer he was re 
sponsible for style influences and 
helped develop patterns that proved 
very successful. 

March 12, 1949, 


hobby, be side 


was golf, 
now claims he is 


and } 


after 52 years of 


continued service, seldom dotted with 
absenteeism, he retired from active 
duty, amply rewarded by the firm for 


his long years of faithful employment 
With his future secured, Milton 
today ha 
Sut with 


Srock 
time for many interest 
the “smell of leather linge 
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ing in his nostrils” his paramount in 


terest continues to be women’s shoes. 
Thursday and Saturday of each week 
he “wends his way back” to 1001 F 
Street N. W. for When 


activities or duties make it 
for him to be on duty for five hours on 


work, othe 


impo ible 


these days, he apologizes and face 
tiously remarks “dock me for time off.” 
But his weekly performance finds him 


giving the same faithful and loyal ser 


vice as has always been his record, 
Mr. Rich reports 

His expert knowledge of women’s 
hoes, his easy, friendly personality 
with his customers built for him a 
elect personal clientele. He never re¢ 
linquished his floor sales duties when 
he became the buyer, but continued 
his customer-relations And knowing 
many of them personally he bought 
hoes “for them.” This personalized 
ervice for which Rich’s are well known 
grew out of Milton Brock’s interest in 
each customer as an individual 


Born and reared in Washington, M1 


srock 1 the On) of Jacob Bro« k from 
whom he doubtless inherited his in 
terest in the hoe busine Jacob 
tsrock during his lifetime was an em 
ployee of the Parker-Holmes Company 


of Boston. “Many of our salesmen on 
duty today” say Mr 
Milton, and 


ranges 


>; 
Ric n were 


trained by their tenure of 


from 15 to over 30 


ervice 


years 
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Veteran Retailer Sells Store 
To Department Store Operator 
KAN.—John J 


retailer 


ST. MARYs, Hansan 


79%, veteran hoe here, whose 


business career spanned more than half 
a century in St. Marys, ha old hi 
establishment to Charles E. Miller, de 
partment store operator here 

Mr. Hansan has been a resident of 
this community eve1 ince 1878 He 
entered the hoe busine with hi 
father, the late Nick Hansan, in 1895 
At the time of his retirement he wa 
the oldest St. Marys businessman 1 
years of service 


Mr. and Mrs spend 


ome time with their 


Hansan plan to 
on, Eugene Han 
tore in E 


an, who operates a shoe 


Mo 


celsior Spring 


Agnew-Surpass Makes 
Profit-Sharing Payment 


BRANFORD, ONT The second and 
final payment under the Agnew-Surt 
pa Sho tores Ltd., profit-sharing 
plan for retail division employee for 
the year ended May 31 Wa made at 
Brantford recently 

The payment amounted to $21,700 
and brings to $39,700 the amount di 
tributed for the yea! 

The profit-sharing plan was a! 
nounced by the board of directors la 
April, and has been extended to cove 
the year ended May 41 next 
















Historical Footwear Exhibit 


Two of the many exhibits shown recently at the compre- 
hensive display of ancient and modern footwear in Bing- 
hamton depicts, left, the old and new in shoes, on native 
fabrics, against a photographic background of the Taj 


BINGHAMTON, N. Y.—An exhibit of 
and modern footwear, shown 
recently here at the Roberson Memorial 
Center under the title, “The Shoemak- 
er’s Story,” attracted a large and en 
thusiastic audience during its run. 
Individual and chronological stage 
ets spanned the centuries of recorded 
history, depicting changing dress and 


antique 


customs. The sets were designed and 
assembled by Keith Martin, director of 
the and his staff, in coopera- 
tion with the United Shoe Machinery 
Corporation, the American Museum of 
Modern History, the Corning 
Museum additional neighboring 
museums. 

Also credited with aiding the exhibit 


center, 


Glass 


and 


in Binghamton Draws Big Audience 


Mahal, and right, a modern worker from the volume shoe 
producing "Tri-Cities" plying his craft in a "Six Footer" 
hand-shoemaker's home workshop common in Colonial times. 
Some parts of the exhibit will be on permanent display. 


were Ansco Corporation, the Endicott- 
Johnson Shoe Corporation and _ its 
president, Charles F. Johnson, Jr., and 
the shoe dealers group of the Retail 
Merchants Council. 

Segments of a special exhibit pre- 
pared by Dr. Plato Schwartz, of the 
University of Rochester’s Gait Labora- 
tory, will remain on permanent display. 





Shoe Store Finds It Pays 
To Employ College Students 
BOULDER, Making it 
policy to employ two outstanding college 
students each year as part-time sales- 
people has paid excellent dividends for 


CoLo. routine 


Thornton’s, outstanding shoe store here. 

With more than 9000 college students 
attending the University of Colorado 
nearby, the undergraduate market is of 
extreme importance, says M. P. Thorn 
ton, partner in the store with Joe West 
of Tweedie Footwear Corporation and 
John W. Russell, retired businessman. 

To obtain maximum value from stu- 
dent employes, Mr. Thornton has found, 
a shoe retailer should students 
who have a comparatively long tenure 
nhead, who are married, intent upon a 
Most of these 
cooperating 


select 


retail career and popular. 


requirements are met by 
with the collegiate employment bureau 
which students for 
part-time work throughout the Boulder 


married 


selects deserving 
students or 
with two children 
difficult anymore,” Mr. Thornton 
smiled, “inasmuch as a huge percentage 
of the 
ex-Gl's, 


area. “Finding 


even those one or 


isn’t 


total enrollment 
nearly all of them married and 
The fact that 
they are married does not affect the stu 
dent’s popularity we have found 
that part-timers this basis 
can be depended on to play up the store 
on the campus at every opportunity.” 
The fact that the usual trainee hired 
is a freshman or sophomore with from 


is made up of 
with children to care for. 


and 
chosen on 


94 


three to four years of school work ahead 
is distinctly an advantage, Mr. Thorn 
ton likewise indicated. Such students 
who find shoe selling to their liking can 
usually be depended on to stay on the 
job during their entire college careers 
and during that time may be expected 
to advance considerably from the in- 
come standpoint. 

Almost 30 per Thornton's 
sales volume is directly traceable to stu 
dents, the store has found. In many 
instances, a casua! campus conversation 
between the undergraduate employe and 
a newcomer to the campus has resulted 
in creating a permanent customer. 


cent of 


New York Younger Shoemen 
To Make Two Design Awards 

New YorkK—The New York Associa- 
tion of Younger Shoemen, Inc. has 
formed a committee to consider nomina- 
for an annual award to two 
persons in the industry who have 
contributed to progress through devel- 
opments in design and construction. An 
additional award will be made by the 
organization to a student in the New 
York area who is specializing in shoe 
design. 

All nominations for these awards 
will be made through the awards com- 
mittee of the association and will be 
submitted to a panel of industry lead- 
who will be asked to serve as 
judges. 

Howard Fox and William Burroughs 
are co-chairmen of the awards com- 
mittee. 


tions 


ers 


May Company Opens New 
Fashionable Salon in Canada 


TORONTO, ONT.—One of the most 
fashionable shoe salons to be found in 
Toronto has been opened in the new 
May Company store at Yonge and 
Adelaide Streets. 

This is the fifth branch store of the 
May Company of Canada. 

Located on the second floor, the shoe 
salon is strategically spotted opposite 
the elevators, enabling shoppers to see 
shoe displays at once. 

The department is laid out in circu- 
lar pattern and is brightly lighted. The 
broadloom floor covering is in a mid- 
blue shade. The 24 chairs are finished 
in rose. 

Conveniently located are three large 
display fixtures, plus display tables. 
The salon carries shoes in a $12.95 to 
$24.95 price range and specializes in 
14/8 and 23/8 heels. 

Raymond R. Israel is manager. 


Units Consolidated 


TEx. Chandler’s Shoe 
Salon at 717 Main, consolidated with 
the larger downtown unit at 1010 
Main, company officials announced. The 
consolidation results in one of the larg 
est varieties of shoe fashions assembled 
in a Houston store, Clayton Warr, re 
gional manager said. 


HGUSTON, 


Chandler’s also plan a new store in 
the Gulfgate Shopping Center some 
time in 1956. 
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New Shoe Department Goes on Television for Opening 


DENVER An appearance on tele- 
vision which gave some 250,000 viewers 
an opportunity to look over the de- 
partment without leaving their homes 
was the unique promotion which has 
launched the new women’s and chil- 
dren’s shoe department of the May 
Company University Hills store here 

“As far we know, this the 
first time on which a shoe department 
was introduced to the public in this 
way,” Herbert Schlote, manager, indi- 
cated. “We took full advantage of the 
opportunity by pointing out the size 
of our inventory, the fact that we can 
seat 57 persons in the combined de- 
partments and that best of all there 
will be no parking problems whatsoever 
for the footwear customer.” 

The women’s and children’s shoe de- 
partment is the first department to be 
seen by all customers entering this new 
suburban department store in southeast 
Denver. 

Located just to the left of the 
entrance from the main parking lot, 
the department contains many innova- 
tions. One of the most important is 
that it is located directly alongside the 
handbag and department, 
which will provide far better oppor- 
tunities for accessorized fashion 
according to Mr. Schlote. 

Some 80 feet in depth by 40 feet 
wide, the shoe department carries 
a stock of 15,000 pairs of shoes, equal 
to that of the much larger parent store 
in the downtown Denver The 
staff includes eight salespeople, larg- 
est in any suburban store in the 
Colorado capital, most of whom are 
veterans with the downtown store. “We 
plan to duplicate all promotions which 
are offered by the main store,” Mr. 
Schlote, who had been with the May 
Company since 1940 indicated, 
will give the suburban customer 
opportunity to capitalize special 
sales, new showings, etc., with con- 
venient suburban parking facilities.” 

General layout of the department is 
rectangular. Forty plastic and oak 
hardwood chairs in alternating shades 
of green and yellow make up the seat- 
ing space. The left wall of the depart- 
ment which is the interior wall of the 
store is made up of three by three foot 
oak panels, separated by divider strips 
of darker oak, for an unusual appear- 
ance. 

Crowning feature of the department 
is the huge ‘ bar” which 
in a semi circle around the rear of the 
department. Here, a 22 foot long coun- 
ter of polished oak hardwood curves 
in a semi circle, on the floor while a 
similar brilliantly lighted shadow box, 
five feet above the floor shows casual 
styles which are visible all the way 
across the store. The background for 
the casual bar is a towering wall of 
tongue and groove vertical strips which 
lends an unusual architectural note. 
One of the most important features in 
fixturing was used on extremely light- 


as was 


accessory 


sales, 


area, 


“this 
the 
on 


‘casual arcs 
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weight, all-metal “wedge displays” 
which are nothing more than a wedge 
shaped steel framework, 48 
high by 72 inches long, on which small 
tray-shaped “scoop shelves” attach. By 
adding or removing sections, the wedge 
units can display anywhere from three 
of with 


inches 


pairs to three dozen pair shoes 
equal facility. 

The stock room to 
semi circular casual 
best lighted in the entire western 
industry with the same overhead com 
bined fluorescent ceiling 


the of the 
bar is one of the 


reat 
hoe 


incandescent 


a5 
* 





fixtures 
Ing 


out in the 
flood of lig 


which appear 
This 


areas brilliant 


sell- 


ht 


over each of the stock piles will guard 


ugainst 


l 


is 
department, the emphasis 


t 


“xtra 


aneous 


label 


of 


people ma 


the 
the department 
teps, Mr. Schlote pointed out 
ihe men’s shoe department 1 
ated to the left of the 
epartment with its own stafl 


extras 


misreading a 


ave sale 


real 
of thi 
plus two Seati 
7, the children’ 


tock 4,500 pair 


alespeople 
shoe department w 
of 


step away 


and 
the 


is on 


shoes since 


but a from wome! 
1h 
of mother and childre 


the 


fitting 


Lines featured in women’s 


- BALLETS 


PP RENA’S 





DANCE FOOTWEAR 
and STREET BALLETS! 


tre Pte Manali ph Alas a ~ 


Prim 


To retail 


Ta ee ere Oe 


was 


PLEATED-TOE 
FOR DANCE AND 
STREET WEAR 


Prima's Elasti-Flex ballets are 
available in pleated toe styles, 
on true ballet lasts or new right 
and left lasts, lined or unlined 
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Elasti-Flex ballets have been 
STUDIO TESTED AND APPROVED 


by dance teachers everywhere 


Prima gives you a DELUXE quality 
ballet at ordinary ballet prices 


The first REALLY REVOLUTIONARY 
process in these type of shoes 


WRITE TODAY 


Elasti-Flex, 
dance footwear 
IN-STOCK, 


details on as well as 


complete line of 


ballets. Most styles 


fast 2 to 3 week make-up delivery 


HANDMADE HAND-LASTED 


PRIMA Footwear. Ine. 


i 705 Ann Street, Columbus 6, Ohio 
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“World's largest dance footwear manufacturer and distributor’ 
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GOODYEAR 


WELTS FOR BOYS 


over 40 styles 
IN-STOCK 


for immediate 
delivery 


#78752 


Sell them at a dollar more retail (in other words, $6.95 and $7.95), and yow’re still selling the best Boys 
Buy in America... THAT’S WHY MOST OF OUR RETAILERS ARE WORKING AT A 50% MARK- 
UP... Compare our $5.95 shoes with other brands retailing at $6.95 to $8.95 ... And compare our 
$6.95 retailers with shoes selling at $7.95 to $11.95 ...If we’re talking VALUE (and we are), we 
repeat that there is nothing in their class ... Dollar for dollar, it is a value that stands alone. 


ROYAL CADET Division of CHRIS LAGANAS SHOE COMPANY, Lowell, Massachusetts 


department include Naturalizers, So- event will be repeated this year at the zation on its program. He also an- 
bell, Kimel, Sandler, DeLiso, Town same place on June 12. A total of 198 nounced that shortly after January 1 
and Country, Selby, Tupper, etc. In active members, a gain of 18 over last members would receive brochures de- 
the children’s shoe department, brands year’s roster was also reported. scribing the new NSTA pension plan. 
include Stride-Rite, Lazy Bones, Trim Ed Trench, the newly elected secre- New directors were also elected. 
Foot, Daniel Green, Keds, U. S. Rub- tary of the National Shoe Traveler’s They are Harry Bauer, Joseph Feld- 
ber, and Goodrich. Association was also present at the man, Bart Adams, Ira Mack, U. K. Al- 


Starr Yelland, popular Denver tele uncheon. He complimented the organi- len and Jerry Camras. 


vision commentator, was the “host” ag 
went on the air" during the weevinen Bata Store Combines Glamour with Utility 


“sneak prevue.” The result of this 





searching video tour of the department 
was an all time record turnout of cus 
tomers during the opening week 


Chicago Shoe Travelers Pick 











Officers at Annual Meeting 


CHICAGO—-B. R. “Red” Davis was re 
elected president of the Shoe Traveler’ 








Association of Chicago at the annual 
meeting December 30 Norman F 
Cant wa re-elected vice-president 
Neil Shephard is the new secretary 
treasurer and succeed Jerry Camras 

The meeting, which is also the annual 
holiday luncheon was held in the Re 
public Buiiding and there was a record 
attendance. In his annual report Mr 
Camras stated that the organization 
had staged four regional shows in Chi 
cago this past year. An additional show 


was sponsored in Milwaukee. Among  gpoes ore displayed and spotlighted from every possible vantage point in the 


na gees yee pf tea the annual  witra-modern Bata Shoe Store above opened recently in Belair, Md. The latest 
golf outing and ¢ inner dance held at lighting innovations, a hidden stock arrangement and the attractive Kiddies’ Corner 
the River Forest Country Club. The readily discernible in the rear of the store, all add to the store's glamour. 
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®@ Full-leather innersoles 
© Finest composition Oak outersoles 
® Analine-type leather uppers 


SIZES 2'2 to G6, TO RETAIL AT 


SIZES 6 to 11 
$6.95 


BOYS' 
TO RETAIL AT 


all shoes 
GOODYEAR 


@ Proven lasts of unexcelled FIT 
@ Workmanship rare at this price 
@ Wrap-up styles, walk-out sales 


IN-STOCK FOR IMMEDIATE DELIVERY 


ROYAL CADET Division of CHRIS LAGANAS SHOE COMPANY, Lowell, Massachusetts 


Comedians May Quip About ‘Elevators’ But Sales Curve Rises 


New YorK—That height-increasing 
shoes have become part of American 
lore is attested by the scrap books of 
clippings on the subject kept in the 
general offices of Stone-Tarlow Com- 
pany, Inc., Brockton, Mass., and by the 
ever-mounting sales curve of its “eleva- 
tors” shoes. 

Though Eddie Cantor, Bob Hope and 
Jimmy Durante, to mention a few, can 
quip about the man who wore “eleva- 
tors”; though cartoonists have a con- 
stant source of material on the enlarged 
man; though feature writers turn to 
the subject at regular intervals, yet, in- 
stead of acting as a deterrent, these 
comical allusions have taken the secre- 
tiveness out of the desire for men to 
look taller and have so popularized this 
fact that “elevators” are part of to- 
day’s language and usage. 

Though the product lends itself to all 
kinds of publicity, its success is attrib- 
uted by Ben Stone, president of the 
company, to the consistent advertising 
and promotion undertaken first 
introduced in 1939. 

Much of the credit has been given to 
the late Jesse Adler, pioneer New York 
retailer who correctly foresaw their po- 
tential and ploughed back practically 
all his profits on the item into a vigor- 
ous advertising campaign to popularize 
them. Today, this tradition is being car- 
ried out by Herbert and Edwin Adler 
in their chain of shoe stores. 


since 
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In the early days, “elevators” were 
faced with a serious problem 
ers did not know how to sell them and 
could sell them without pub 
them. But a fortunate 
cumstance happened in 1940 which 
gave retailers, the country over, the 
peg on which to hang their story. At 
that time, the Stone Shoe Company of 
Cleveland called on a fashion writer 
of the Cleveland Plain Dealer. He 
wrote a story, which appeared on the 
women’s page, around a picture show 
ing one man wearing and 
one without. Unexpectedly, 280 phone 
calls came into Stone’s the next 
day and “elevators” were launched in 
Cleveland, 

Tear sheets of the 
quickly distributed to shoe shop 
the country and used as the format for 
their own advertising. Jacking 
up this local promotion, Stone-Tarlow 
national advertising cam 

coupon-type 
from 
the 


retail 


no one 


licizing cir- 


“ 


elevators” 


store 


article were 


acros 
local 


initiated a 
paign using 
Inquiries resulting 
were then sent to 
locality of origin. 


advertising 
the coupon 
dealer in the 

Unpublicized by the company is the 
steady business it doe made-to- 
order ‘“Even-Keelers.” 
strictly as an accommodation for men 
with one foot shorter than the other, 
this operation is a direct off-shoot of 
its “elevators” operation. 


The 


on its 
Undertaken 


company’s present advertising 


campaign prepared by its agency, Emil 
Mogul Ine., of New York, 
revolves around the theme, “You may 
think you’re tall enough, but what do 
others think?” It is being carried 
through newspapers, national maga 
zines, and in a heavy cooperative ad 
vertising offering of mats, service copy 
layout spot radio 


Company, 


and suggestions, 


scripts, window and point-of-sale mate 


rial and detailing by staff men. 


Rosch Brothers, Albany, 
Building $45,000 Outlet 


The City 
ued a building per 
Inc. 24 Wilkins 
$45.000 


203-06 


ALBANY, N. Y suilding 
Commission has i 
mit to Rosch Brother 
Avenue, for 
tore for 
Central Av 

The 
nue and 
aid it } 


be ready 


construction of a 
Corbat’s Boot Shop at 
enue 

Central Ave 


manager, 


noe store is at 217 


Morris Brownstein, 
expected the new building will 
by S immer 


The Rosch firm holds the general con 


truction of the one-story 


5,000 


tract for con 
building which will have 
feet of 
The building was designed by Al- 
Hartheimer, Albany : 
The building will be of concrete block 
front with cast 


qQuare 


ales area and a storage bas« 
ment 


bert S architect 


with a steel trimmed 
stone, 

Mr. Brownstein said the store’s sales 
force from six to 


eight when the building is occupied 


would be increased 





BABY CLASSMATE 
(No. 0211 shown) 


: 
$3.95 retail (No. 
+ easonme $5.95 retail range 


Sing a Song of Potits 


BLACKHAWK 
POSTURE PRIDE SHOES 
7087 shown) (No. 3359 shown) (No. 1806 shown) (No. 1525 shown) 


ACTIVE MAID 
AUTHENTIC FASHIONS - 


CLASSMATE TRUE 

POSTURE SHOES by CLASSMATES 

$6.95 to $7.95 
retail 


$6.95 retail range $7.95 to $8.95 


retail range 

With Ideal’s new, bigger ’°56 line 
> wut 

for children and teenagers 

Tots to teens 


pretty tune. That's 
exciting style to suit any age; the 


you fit them all and your cash register plays a 
because Ideal’s complete, new, 1956 line has the 
ound, rugged construction that 


RUGBY ROVERS FOR BOYS 


tor 50 


appeals to parents’ pocket book: 


Don't buy for spring until 
attractive range of price 
in-stock service throughout the whok 


IDEAL SHOE MFG. CO. 


Salon Planned Around Ancient Brick Wall 


Gladstone Shoes’ luxurious new salon in Grand Rapids was built around an 

old brick wall, left, dating back to 1871. Notice the ceiling, the first of its type to 

be installed in the United States. If makes possible a new type of soft lighting. A 

gold drape sets off the back of the store. Behind the etch wood in the rear are 
stocked 4000 pairs of shoes. 


GRAND Rapips, Micu.— Grand Rap- 
ids’ most plush shoe salon is the modern 
store opened at 63 Monroe Avenue by 
Gladstone Shoes, Inc. This new store 
gives them additional space greatly 
needed in their continuous growth in 
the past 17 years. Owner of this ultra 
modern shop is Wendell J. Gladstone 


98 


and his sons, Jack and David. They em- 
ploy six salesmen. 

The exterior of the shop is of struc- 
tural glass and metal. The interior has 
one wall of etch wood finished in avo- 
cado green and the opposite wall is 
truly the old meeting the new. The wall 
itself was built in 1871. 


you've seen the extensive Ideal line 
a real profit-maker for you 
season 
Division of Mid-States Shoe Co. 
Milwaukee 12, Wisconsin 


0-7 


When workmen were dismantling the 
old store to make way for Gladstone’s 
new shop, Mr. Gladstone discovered 
this attractive ancient wall, so often 
copied today by means of wall paper 
resembling old bricks or by modern 
bricks themselves. Back in 1871, bricks 
were made by hand and lime and water 
was used instead of today’s filler. Mr. 
Gladstone wanted to retain this old 
brick atmosphere as a focal point in his 
shop, so by careful tuck pointing, the 
original brick wall was retained along 
the left side of the store. 

Redwood pilasters originating from 
planters have been used to break the 
wall expanse and hanging displays 
which resemble oversized leaves are 
used for the dramatic display of shoes. 
Customers are fascinated by the beauty 
and history of this wall and the novel 
display arrangement. 

On the utilitarian side, is found a 
real “first.” The ceiling is acoustically 
finished—-not new in itself—but this 
ceiling is of metal in an entirely new 
design and Gladstone’s store was the 
first installation to be made in the 
United States. It has already made 
story fame in trade journals dealing 
with such installations. 

Lighting from the ceiling is of an- 
other new type—translucent panels 
boxed in aluminum foil which permits 
plenty of light, but a most pleasing 
light, so often lacking in shops special- 
izing in apparel merchandise. 
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The upholstered benches are of 
naugahyde in yellows, coral, and avo- 
cado green and blend beautifully with 
the redwood pilasters, red brick and the 
avocado etch wall. The 
back of the store is set off by a gold 
drape. Carpeting is of brown and high 
lighted with a beige tweedy effect, a 
reverse of the ceiling colors. 

Casual shoes are displayed in front 
just right of the hand 
bags are in view at the left of the en- 
trance. All famous named brand shoes 
are carried and the stock area is a joy 
to every employe. It extends the entire 
length of the store back of the etch 
wood partition. Here in one spot are 
4,000 pairs of shoes. 

Since the recent opening of this ultra 
modern Gladstone store it is already 
the talk of west Michigan. 


colored wood 


entrance and 


Sixth Self-Service Store 
For Expanding Hill Brothers 


KANSAS City, KAN.—The fast-grow- 
ing Hill Brothers Shoe Company will 


open its sixth self-service shoe store 
early in 1956. This time the location 
will be in Kansas City, Kan. The ad- 


dress is 1002-4 Minnesta Avenue, near 
the heart of the city. 

The enterprising firm has leased on 
a long term basis retail space at that 
address from the H. J. Grossman trust, 
Laura Grossman is trustee. 

temodeled after the fashion of other 
Hill Brothers stores, with hundreds of 
different styles on display, the 
company is working rapidly to have the 
shop ready for public opening in the 
next few months. 


open 


Only recently the company opened 
what was popularly described as the 
“world’s largest self-service shoe 


store” in North Kansas City, Mo., at 
2010 Burlington Street. They also op- 
erate four other stores in the greater 
Kansas City (Mo.) area. 

The Hill Brothers organization also 
has leased a new St. Joseph, Mo., loca- 
tion at 5940 King Hill Avenue and 
plans are tentatively under way for 
further expansion. 


Rose and Blue Color Scheme 


Of Remodeled Store 


DURHAM, N. C.—A 
the-minute 


new and up-to- 
greets customers at 
the Beverly Shoppe, in Durham. The 


“new look”, designed and planned by 


decor 


store owner Max Leiberman and his 
staff, features a color scheme of rose 
and Ming blue. The modernization 


includes fluorescent solid strip-lighting, 
rose carpeting, and rose and off-white 
plaid wallpaper combined with a solid 
rose back wall 

Customers introduced to the 
shoes by a display in the front of each 
of the apparel shop’s windows flanking 
the entrance. 

Inside the store, shoes are displayed 
above the racks of women’s clothing 
which the side walls. The shoe 
department itself is defined by a semi- 


are 


line 
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the 
Full-length mirrors 


circle of blue and rose eats at 
rear of the 


enable customers to judge the appear 


store. 


ance of their footwear in relation to 
height and costume. Blond woodwork 
blends with the blue and rose color 
scheme and cut-out of the brand 
names are above door-frame level 
Sprays of king-sized, gold-sprinkled 
roses on gray-green lattices and in 
baskets carry out the rose theme, 
Whether it is the change of the 
store’s appearance or the coeds, shoe 
department manager Roy Walters isn’t 
sure. But whatever the reason, “This 
was one of our best seasons,” he said 


Duke, University of North Carolina, 





and North Carolina College girls are 
doing much of their buying in Durham, 


Mr. Walters believes. “They do some 
of their shoe buying in their home 
towns,” he continued, “but many wait 
to see what others are wearing before 
getting all their hoes.” 

Flats and casual have been the 
college crowd's favorites this Fall, Mr 
Walters reported, with calls for a few 
high heel mostly slings and operas 
Black, chestnut brown, and Avocado 
are their choice in colors, he observes. 

He has been serving Durham shoe 
shoppers since 1929, and was formerly 
with Roscoe Griffin and Belk-Leggett’ 


} 


hoe department 


more reasons why you 


profit when you carry 










ae 


— 
me 


2c, 


2. 
Oxford lasts and Pat 
te ed 
fEPNS spe tally des; ne 
for Uiny feer ‘ies 


We are independent manufacturers selling to independent dealers 





_ COSYFOOT too! 


A 
ee 
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1. Ankle supporung height boots 


in A to E widths right down 


P a 
to tiny size «. 





a 










ESTABLISHED 18698 
Write today to get in on this profitable deal! 


797 SMITH STREET 


G. W. CHESBROUGH, INC. 


+ ROCHESTER 6, WN. Y, 








Cc n  @ | i rs e Built for Comfort 


ee Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


5324S * Ne 
av Wy, 


“ 
o* 


Write today to 


Sales Tripled by First U. S. 
Offer of Sandler’s Pump 


INDIANAPOLIS, IND.-The H. P. Was- 


son & Company department store made 


the initial presentation in the United 
States of Sandler’s “New Little Heel 
Shell” pump in a full-page color ad in 
the Indianapolis Star which tripled 
shoe sales 
Ralph Clements, 
the most wanted color. 


buyer, said beige was 

The ad drew widespread interest. Its 
wording, “Confections of comfort in de- 
licious candy mint colors,” was illus- 
trated with a silver candy dish of mints 


in the colors in which the shoes may be 


SPORT KING 
Ww BOWLING 
SHOES 


A top value at popular 
prices 


Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., 


for the same day a year ago. 








- 
“Onpoant'® 


RAVENNA, OHIO 


obtained—pink, yellow, green, red, blue, 
white pink, caramel! and black. 

A large green pump made a hand- 
some centerpiece for the ad, while each 
of five different colored candy mints 
forming a half circle around it, fea- 
tured a pump. 

The ad read, “Fashioned of the new, 
fine quality unlined leather—‘Kafalope’ 

with a tiny Italian stiletto heel that 
gives the illusion of a high heel, yet ac- 
tually is only half the height . . . delib- 
erately designed to make tall girls ap- 
pear shorter.” 

A model showed the pumps in the 
store by wearing a pair of beige pumps 
coordinated with and 


a beige sweater 


for your catalog 


brown skirt. As a piece de resistance 
she carried four pumps taped to the 
bottom of a large, see-through plastic 
hat box, to show a range of colors. The 
model said 23 years was the average 
age of the women who were interested. 





One for Me and One for You 


TOLEDO—A $170 pair of shoes de- 
signed exclusively for movie actress 
Marlene Dietrich—and which she de- 
cided not to take—was purchased here 
by Lucille Kalisch even though the shoes 
do not fit her. She explained, “I'll take 
one and give one to my next-door 
neighbor.” 





IT’S SHORT...IT’S POWER PACKED 


To Retail 
PROFITABLY 


$7795 


Littleway stitched 
Black or Smoke 
Sizes 6-12, $3.80 


Men's 


Women's 
Red or Smoke 
Sizes 4-9, $3.40 


MOUNT JOY 


THE ALL BO ys A 


ALSO MAKERS OF 
AMERICA'S MOST POPULAR LINE OF BOYS’ SHOES | Saye egxsICH 


IT’S THE “PACKAGE” BOYS SHOE PROMOTION 


faGtrIiCn 


EE | EES} 


Action SH 


— 
GERBERICH-PAYWNE SHOE Co. 


PENNSYLVANIA 





BOSTON 11, MASS. 
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City College Shoe Courses 
Scheduled to Start in Spring 

NEW YORK—Two special shoe courses 
will be offered this Spring by City Col- 
lege’s Baruch School to help the shoe 
buyer, manager and trainer give satis- 
factory service from the point of view 
both of the customer and the medical 
profession, according to Dr. John W. 
Wingate, assistant director of the 
Evening and Extension Division. 

The two courses to be offered are 
Shoe Salesmanship and Shoe Therapy, 
both under the supervision of Seymour 
Helfant of the Del-Fant Shoe Shop of 
Far Rockaway, N. Y. 

The Shoe Salesmanship course is di- 
vided into three sections: complete 
study of leather and its uses, shoe con- 
struction and proper use of lasts, and 
fitting and selling techniques, including 
all problems that may arise in a retail 
shoe store. How to recommend the 
proper footwear for all types of feet is 
discussed, the technique of handling 
complaints tactfully is also stressed. 

Guest lecturers from the and 
leather industries will speak on their 
specialties during the 
will be held on Monday evenings, 6:30 
to 10:00 P.M. 

The advanced course, Shoe Therapy, 
is designed primarily for those who 
wish to specialize in orthopedic foot- 
wear and for shoe men who work on 


shoe 


course. Classes 





Sandler of Boston’s Puppet 
Jigs to Tune of Yankee Doodle 


This colorful, hand-carved, two-foot-high 
puppet has been created and put to 
work as an advertising trade-mark for 
Sandler of Boston. Manipulated by 13 
strings, the puppet can be made to dance 
a jig to the tune of Yankee Doodle, 
played on a record. Photographs of the 
puppet will be used next Spring and 
Summer in the company's national ad- 
vertising, and duplicates, complete with 
Yankee Doodle records, will be furnished 
to retailers as part of their Sandler pro- 
motions. The puppet is dressed in a cob- 
bler's leather apron and authentic 
Colonial costume. 
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prescription cases recommended by the 
medical profession. Anatomy of the 
foot is studied thoroughly in relation to 
methods of fitting feet with structural 
and functional abnormalities. Mechani- 
cal shoe therapy for children and 
proper methods for cooperation with 
the medical profession are covered. 
This course will meet on Wednesday 
evenings from 6:30 to 10:00 P.M. Total 
fee for each course is $60. Classes will 
be held at the Fifteenth Street Center. 


Bright Denver Fashion Name 
Closing Out Shoe Department 


DENVER—One of the brightest names 


od 


Satisfied 
Customers 
Bring 
REPEAT 
SALES... 


GENUINE 
LEATHER 





VIRGINIA 
Oak 
TANNERY 


SALES 
CORPORATION 


27 SPRUCE STREET 
NEW YORK, N.Y. 


in fashion footwear in the Denver area 
will be eliminated in the near future as 
Dupler’s, exclusive fashion shop at Six 
teenth and Welton Streets here closes 
out its apparel departments. 

Dupler’s long a leading fur retailer, 
as well as a high-fashion center for 
shoes, dresses, coats, and suits, has de 
its facilities on fur 
Dev 


cided to concentrate 
merchandising, according to M. J. 
and general manager 

Negotiations are under way for the 
department to be taken 
national footwear 
on the 


ins, owner 
women’s shoe 
over by a leading 
chain, Additional 
downtown Dupler 


storie smart 


building will be con 


verted over into fur display salon. 


err 
Bis ‘ 
ay eae 





TO win THe /°=°| PARENT’S SEAL 


GIVE YOU BIG VOLUME IN THE 


POPULAR PRICE FIELD 


EASTER is EARLY 


a PHYLLIS 
Intants 4 to 8 Y 
Child's 81% to 12 
Misses 121, to 3 o— 4; i 
Patent, Pastel Pink, << IS 


Pastel Blue, White 


Girls 34% to 9 we 
Patent, White STRAPS AND PUMP s 


SHOE CO., LOWELL MASS. 


manufacturers 


Karl Shoes Names Manager which already are being launched at so that shoppers could park their cars 
: | aa 9 
the rate of 20 or more a year through free of charge in the business section 


Plans Continued Expansion out the West, according to Mr. Karl. cai tied ilies ae ania of nihiees 
accidents or tragedy from the pages 
of the Newport Daily Express for the 
twentieth successive yea) 


ANGELI Harry Karl, president 
Shoe Stores, Ltd., here, an Shoe Store Owner Gives 


appointment of William FE ’ 7 . 
Free Shines to Honor Season 
merchandise manager of the . 
as the largest chain of NEWPORT, V1 Following a custom : 5 
a xy yh : ane Chandler’s Moves Downtown 
tores in the West of several years standing, Gerard 
iid the appointment of Chouinard, proprietor of a local shoe PALO ALTO, 
Shoe Store, unit of a Pacific Coast 


CALI The big Chand 


will also continue in tore, gave free shoe shines to ail hi ler’ 


capacity as women’ hoe customers on the day before Christ- chain, has moved from downtown to 


¢ chain, is part of the firm’ ma larger quarters in the outlying Univer 
th anniversary expansion “It’s my annual gift to patrons, 
hoe dealer declared Heavy store traffic and volume sales, 


” the ity Shopping Center 


i} plans call for an even Other Yuletide gestures here in- as the result of large-space newspaper 
I pal 


opening new outlets, cluded the hooding of parking mete1 advertising, marked the opening 


plums \ilvin TT SNOW-PROOF Pazae 


OUR TOISt YEAR 7 
and Preserves Leather 


Water-proofs, Softens Att THE YEAR 
AROUND 
Cosa : 





A Complet Spring Mak extra profits 


ind Summer Line 


BLUM SHOR MFG.CO, DANSVILLE. N.Y as — 
| | ie Dept. 22, THE SNOW-PROOF CO., Livonia, N. Y. 
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Financial News 





Brown Shoe Sales, Earnings 
At Highest Peak in Its History 


St. Lovuis— Brown Shoe Company 
concluded its fiscal year October 31 
with net earnings of $6,520,314 as com- 
pared with $4,844,008 for the previous 
year. Net sales for the period at $159,- 
480,879 were 14.8 per cent above a year 
ago. Both sales and earnings were the 
highest in the history of the company, 
John A. Bush, chairman, and Clark R. 
Gamble, president told stockholders. 

Earnings per common share were 
$8.84 on 737,915 shares outstanding as 
against $6.98 per share on 693,461 
shares outstanding a year earlier. Divi- 
dends distributed to stockholders dur- 
ing the fiscal year amounted to $4.00 a 
share on common stock. 

The annual report disclosed that 
over 25 million pairs of shoes were 
manufactured in 1955, the largest vol- 
ume in Brown Shoe Company’s 77-year 
history. Additional production facili- 
ties were made available with the con- 
struction of a new manufacturing unit 
at Booneville, Miss., producing popular 
priced girls’ shoes. Another new 
manufacturing plant is under con- 
struction at Union, Mo., and when com- 
pleted will give added production to 
the firm’s Air Step line of women’s 
footwear. 

A large modern warehouse building 
is under construction in St. Louis 
which, when completed in 1956, will en- 
able the company to consolidate under 
one roof warehouse operations now per- 
formed in four plants in various parts 
of St. Louis. 

The report also states that opera- 
tions of the Wohl Shoe Company divi- 
sion have been substantially expanded. 
Sales show an increase of approxi- 
mately 14 per cent and it is anticipated 
that sales will show a considerable 
growth within the next five years. 
Therefore, it was announced, a new 
enlarged warehouse recently has been 
put into operation and it is planned to 
double present office facilities. 

The Regal Shoe Company division is 
continuing its program of expansion 
and remodeling with 91 stores cur- 
rently in operation, 19 of which are 
new the past year. 

Negotiations, the two 
pany executives said, were opened in 
June of 1955 with the G. R. Kinney 
Company for the purpose of effecting 
a merger between the two companies. 
The board of directors of both com- 
panies voted unanimously in October 
to place before the stockholders of the 
companies a proposal to merge G. R. 
Kinney Company into the Brown or- 
ganization on December 1. 

“As the Company has previously ad 
vised you,” the stockholders were told, 
“The United States Department of Jus- 
tice, on November 28, filed a complaint 


3rown Com- 
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against the Company and G, R 


ney Company, Inc., alleging that the 
proposed merger of the company and 
G. R. Kinney Company would violate 
federal anti-merger laws and seeking a 
permanent 
merger. 

Government’s request for a preliminary 
until a final determination 
of the issues raised by the complaint, 
a temporary order restraining the con- 
summation of the merger was Is 


injunction 


injunction against 


Pending a 






1. WEDGED SUPPORT 

Special last grading permits room for 
patented medial longitudinal and heel 
wedge giving support and fit at inner 
corner of heel where most needed 
Patent No. 2,242,868. 


2. BEST ANKLE FIT 

Exclusive backpart size grading of 
lasts provides best ankle and heel 
fitting of any shoe manufactured, 
without sacrifice of room in forepart 


3. NON-CRACKING INSOLE 
Innersoles are guaranteed not to crack 
even when exposed to most extreme 
cases of foot perspiration 


4. NON-GUTTERING INSOLE 
Innersoles guaranteed not to collapse 
or gutter because of patented process 
of construction. Gives smooth com 
fortable wear for life of shoe. Patent 
No. 2,703,460. 


5. STEEL ARCH SUPPORT 

Steel arch support imbedded in spe 
cial plastic guaranteed not to break 
down under body weight. Protects and 
supports weak or strong feet. Patent 
No. 2,290,988. 


6. SPECIAL HEELS 

Special made rubber heels '4," longer 
than regular heels provide support un 
der center line of body weight where 
other shoes break down 


7. SPECIAL COUNTERS 
Counters of special design and special 
material resist run-over and spreading 
common in many shoes 


FOOT-SO-PORT SHOES, A Division of Musebeck Shoe Co, OCONOMOWOC, WISCONSIN 





hearing on 


The only shoe in the world made 








“In view of the foregoing, the spe 
cial meeting for stockholders called for 
December 1 was adjourned. A _ hear 
ing on the request for a preliminary 
injunction was held December 7. The 
Court has not yet ruled on the request 























for a preliminary injunction and, until 
further action toward 
possible se 





it does so, no 








completion of the merger is 


























Weyenberg Shoe Dividend 











regular quarterly 
paid January 


MILWAUKEE—The 
dividend of 50 cents was 

to stock of record December 15 to 
common stockholders of the Weyenberg 
Shoe Manufacturing Company. 






























































7 TIMES 
BETTER 


the boy S at 


























That's a strong statement but 


























Foot-so-Port are backing it up with a money 








back guarantee and a quality piece of 











merchandise that appeals to the 7 out of 10 














people who suffer from some form of foot 











trouble. That's a mighty big market with little 








evidence of changing as long as fashion de- 














mands that the foot be shoved into a shoe 














that’s decorative rather than functional. 























You can't see comfort, you 











can only feel it because it's 














built in on the inside. Saw a 

















Foot-so-Port shoe in half and 








compare. You'll see what we 











mean when we say “the only 

















shoe in the world made 7 times 











better.” 




















Write today for your free copy of the “Inside 








Story of Foot-so-Port Shoes’ and details con- 











cerning an agency in your City. 
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Uppy aos. VILL 


SHOES FOR INFANTS, CHILDREN, GROWING GIRLS 





The Name is Familiar 


..- AND SO IS THE QUALITY! 


JACK and JILL 


a by-word . 


. . and buy-word .. . in 


children’s shoes for generations! Millions of mothers know this 
name, respect the quality which it represents, buy JACK and 
JILL again and again from toddlers to teens. 


ALL THESE EXTRA FEATURES 
MEAN GREATER 
WEARING VALUE! 


All Leather Construction 

for so much extra wear! 

Right and Left Patterns, with 
tabs . . . for better fit! 

English Kip Linings . . . softer 
on the feet, longer wearing! 
Goodyear Welt Construction 
, for longer service, extra 
value! 

Exclusive KAMPTRAMP Soles 
7 specially treated leather 
that’s water-resistant, more flex- 
ible, 25% longer wearing! 


More than 60 styles In-Stock 
for immediate delivery. 


NATIONALLY ADVERTISED IN 
PARENTS’ MAGAZINE 


ADAMS BROTHERS, INC. 
Pittsfield, New Hampshire 


General Reports Second Highest Common Earnings 


NASHVILLE, TENN. According to 
President Henry W. Boyd, Jr., Gen- 
eral Shoe Corporation ended its fiscal 
year October 31 with record sales and 
profits. W. Maxey Jarman is chair- 
man of the board. 

In the annual report to stockholders, 
the two officials also said the firm had 
the second highest earnings per com- 
mon share in history. Net sales for 
fiscal year 1955 totaled $167,863,881, a 
12 per cent increase fiscal 1954, 
and earnings amounted to $5,262,135, 
or $4.62 a common share, compared to 
$4,780,052 or $4.22 a common share 
last year. 


over 
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Earnings in fiscal 1955 were 3.13 per 
cent of sales, compared with 3.19 per 
cent in 1954, and the officers said, “we 
consider the rate of earnings on the 
low and feel it should be in- 
creased.” 

During the year, General Shoe com- 
pleted new women’s shoe factories in 
luka, Miss., and Lawrence, Mass., and 
acquired a new children’s shoe plant at 
Lake Mills, Wis. The firm plans to 
build a new women’s shoe plant at 
Frankfort, Ky., and a new warehouse 
in St. Louis next year, the report said. 

Price of five per cent on 
1956 lines are expected to cover in- 


side, 


increases 


creased and material costs, in- 
cluding scheduled wage and cost rises, 
the report said. It predicted the shoe 


industry will turn out 600 million pairs 


labor 


of shoes in 1956, compared to an esti 
mated 580 million this year. 

During fiseal 1955, the company con- 
promi ory 
issue from 
provide 


solidated and increased its 


notes to $20 million 
$12.6 
additional working capital. Net work- 
ing 
and cash exceeded total « 


ties. 


in one 
million in two issue to 


capital amounted to $51,849,003, 


rrent iiabili- 

During the year, the firm 
ninety-third vidend on 
and dividends of 
$2.50 a share totaled $2,985,111, more 


than 56 per cent of earnings. 


paid its 
consecutive § di 


common, common 


Highest Sales Peak in History 
Hit by International in 1955 
ST. Shoe 


net earnings 


Louts—lInternational Com- 


pany is expected to show 
of $3.10 per 
the 
1955, compared 
in 1954, it 
H. Rand, president. 
Federal! will 
million against $10,203,110 for 

Consolidated sales for 1955 
totalled $262 million and were the 
largest in the history of the company, 
exceeding the prior year by over $15 
million or about 6 per cent and exceed 
ing by $11 million the previous high of 
$251 million in 1953. 

Results for the year, Mr. Rand 
stated, were affected by a strike of the 
parent company’s C.1.0. and A.F.L. 
shoe workers which closed three 
fourths of the plants in the period No 
vember 7 to December 5, 1955. 
of production amounted to about 2,250, 
000 pairs of shoes and shipments were 
reduced approximately $5 million 
Orders for Spring shipment 
rently running well above a year ago, 
Mr. Rand concluded. 


hare of common stock for 
November 30, 
$3.01 


ended 
with 
announced by 


fiscal year 


per share 
Henry 
after 
approximate $10.4 
1954 


was 
Earnings 


taxes 


net 


Loss 


are cur 


Melville Quarterly Dividend 
—Melville Shoe Corpora- 
tion declared a quarterly dividend of 45 


New YORK 
cents a share on the common stock, 
payable February 1, 1956, to stockhold- 
ers of record January 13, 1956, and the 
regular quarterly dividends of $1.18% 
a share on the Series A preferred stock 
and $1 a share on the Series B pre- 
ferred stock, both payable March 1, 
1956, to stockholders of record Febru- 


ary 17, 1956. 


Iowa Store Uses Road Signs 


Welch’s shoe store 
high 


Fort Dopce, IA. 
here has 
ways leading into the city. The boards 
picture the head of a happy terrier 
with the headline copy reading, “Wish 
I Could Wear Shoes From Welch's.” 
The rest of the copy lists brands of 
shoes which the store stocks. Motorists 
can read the copy very easily. 


several billboards on 
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What’ 


ess. Among its uses is that of provid 


S N e W ing an insert for shoes 





Produce Urethane Foams 
For Footwear Industry 


HARRISON, N. J.—Modern industry 
has again come to the aid of the foot- 
wear industry by making available the 
newest synthetic material, which pro- 
vides many long sought-for qualities. 
The Nopco Chemical Company here, 
has just announced a huge expansion 
program to increase the production of 
rigid and flexible urethane foams. 

The versatility of this miracle plastic 
assures it a place in the manufacture 
of heels, soles, innersoles, overshoes, 
winter combat boots, custom and or- 
thopedic footwear. A glance at some of 
the characteristics of this foam will 
indicate its outstanding advantages. 
Urethane foam is the easiest of all pos- 
sible materials to shape, it is chemically 
inert, has an outstanding weight-to- 
density ratio and is highly abrasion 
resistant. It is water, rot, and fungus- 
proof. It has twice the insulation value 
of cork and can be formulated so as to 
have the rigidity of plywood or the 
softness, texture and resiliency of a fine 
sponge. 

To obtain rigid foams for use as 
heels, arch supports, elevations in or- 
thopedic shoes, wedgies, beach and 
summer shoes, all that is required is 
simple mixing of two liquid components 
and pouring the resulting foam into a 
mold. Because of the ease of handling 
and application, no redesigning or ex- 
pensive new parts are required to facil- 
itate the use of the foam, regardless of 
whether specifications have been based 
upon the use of plastic foam or not. 
This means lower costs in equipment, 
storage, handling, curtailment of waste 
from shaping and fabrication. 


Prima Footwear Announces 
New Ballet Slipper Design 

CoLtumBus, O.—A_ new elasticized 
pleated-toe ballet slipper that com- 
pletely eliminates the draw-string, has 
been announced by Mark B. Deitsch, 
president of Prima Footwear, Inc., 
here. 

The new ballet, known as “Elasti- 
Flex,” features a completely new design 
concept. The usual draw-string is re- 
placed by a fully elasticized top seam 
binding, which hugs the foot closely 
throughout any movement. Further, the 
shoe itself is completely elasticized by a 
special process. This feature causes the 
entire shoe to mold itself to the contour 
of the foot and truly fit in action. 

The new Prima Ballets are especially 
intended for the dance footwear trade, 
but the new elasticized design is also 
proving very popular for street wear, 
Mr. Deitsch reported. 


New Product for Shoe Inserts 
BostoN—The Felters Company, a 


leading manufacturer of pressed, non- 
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Retailer Sells Out, Retires 
rove >| ll spend approximately , : 
peta fek, wil is ppro ; NEWCASTLE, IND.—Carl Werling has 
$350,000 to build a new plant and in ‘ , 
1] { i announced the sale of his stores, Wer! 
é -onve al and specialized ma ake : a 
~ir saan iaagemater-sabibagy eons ing’s Shoe Store and the J. and FE, Shoe 
chinery to produce its recently intro . 
" ; Store here He 
duced felt-like fabric, Allfab, it was pic : 
: to Tucson, Ariz. with his wife and 
announced by Lawrence H. Hansel 


will retire and move 


daughter 

president. Paul L sSunton of Madison, who 
Allfab is a composition of textil owns shoe stores in Bedford, Vincennes 

fibers manufactured DY a special proce and Louisville, bought Werling’s Shoe 

ess which involves the use of a resin Store, Cliff Payne, local clothing store 

binder. Felters is the only company li proprietor, purchased the J. and E. 


censed under a patent to use this proc tore. 


CONVERSE 


STYLES! FABRICS! COLORS! 
folua the : New UNI-MOLD Construction! 


Let the three ‘C’s of Converse casuals 

for 56 comfort, color and coolness 

spur on Spring and Summer sales for you 
Better footwear and a brilliant new line, key 
to a bigger '56 for you! 





with the sales-making 
TRIPLE ‘C’ COMFORT CUSHION ARCH 
For the new season —~ Converse Bat 
canvas footwear in improved 3 
construction, proven designs, for 
outdoor and indoor uses. And the 


exclusive Triple ‘C’ Comfort Cushion 
Arch to turn lookers into customers! 


CONVERSE RUBBER COMPANY 
MALDEN 48, MASSACHUSETTS 
CHICAGO 6 NEW YORK 4 BOUTH SAN FRANCISCO, CALIF 
564 Weat Monroe St 241 Church St 100 Freeway Boulevard 








* SAMPLES 


*JOB LOTS — 
* CANCELLATIONS 


,, 
\ 


from outstanding makers. 


IDEAL FOR 
Cancellation Stores 
Drive Ins 
Bargain Basements 


a 





One of America’s Finest Resources for 


Branded Shoes-first quality 


Bans Shoe Ge 


79.81 Reade Street, New York 7,N. Y 


FOR MORE 
SANDAL 
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Obituaries 





Joseph C, Mitchell 


Buston-—Joseph C, Mitchell, presi 
dent of the United Shoe Pattern Com- 
pany, this city, died suddenly at his 
home on Road, Needham, 
Mass. Funeral services were held at 
St. Bartholomew’s Church in that 
urb. 

Mr. Mitchell, who was 53, had been 
active in the shoe pattern industry for 
more than 30 years. He had 
sociated with the United Shoe Pattern 
Company for 25 years and had been 
president of the company since 1948, 


Lancaster 


sub 


been as 


Survivors are his widow, Mrs. Sophie 
R. Mitchell; a daughter, Jeanne; his 
mother, Mrs. William Sullivan; and a 


sister, Mrs. Gustave Bembenneck 


Elliott T. Williams 

NASHVILLE, TENN.—Elliott T. Wil- 
liams, a veteran shoe salesman died 
here recently. He represented the J. 
Edwards and Company line of juvenile 
footwear for nearly a quarter of a 
century and enjoyed a popular follow- 
ing in his territory in southeastern 
United States. He is survived by his 
widow, Mrs. Margaret Williams, who 
resides at the residence at 1025 Wood- 
vale Drive in Nashville. 
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Robert J. Heilbrunn 


RocHester, N. Y.—Robert J. Heil- 
brunn, 74, chairman of the board and 
treasurer of J. Heilbrunn & Sons, shoe 
wholesalers, died here after an illness 
of three months. 

Mr. Heilbrunn, his father, the late 
Joseph Heilbrunn, and his brother, 
Harry, established the firm which orig- 
inally dealt in leather, buying pieces 
left from the manufacture of women’s 
shoes and selling them to makers of 
children’s shoes. 

When children’s shoe manufacturers 
had a bad year about 50 years ago, the 
Heilbrunn firm accepted shoes in pay- 
ment of leather accounts. In this way 
the company began buying and selling 
surplus and bankrupt stocks and at one 
time said to be the largest 
jobber in the country. 


was shoe 
Surviving are his widow, Madeleine; 
a son, Robert E.; two daughters, Mrs. 
Calvin Brauer of Toledo, and Mrs. Jan 
Van Heyst, and four grandchildren. 


Arthur McDonald 


NortH HoOLLYwoop One of the 
deans of the local shoe industry died. 
Arthur McDonald, 79, injured in a fall, 
was unable to recover from its effects 


RIGHT COMBINATION 


PROFITS 


FAMOUS 


by LION 
THE SALESMAKING SOLE 


HERE'S a sandal promotion that works 
Take the best styling in the sandal 
field, unsurpassed quality, finish, dur 
ability, and a geared-to-volume price 
Then add the eye and sales appeal of 
Lion exclusive Mold-Crepe Sole and you 
have the sweetest sandal proposition in 
America! 


Style-wise sandals for men, women and children 


707 BROADWAY, NEW YORK 3, N. Y. 


Mr. McDonald has been retired for 
the last 10 years, but for 19 years prior 
to that had been associated with the 
Kalmon Shoe Company of St. Louis. 
Originally the firm’s representative for 
the entire West Coast, rapid growth of 
the area permitted him to specialize in 
California only. He had been a resident 
of California for 50 years prior to his 
death, representing a number of shoe 
companies before joining the Kalmon 
organization. 

He was one of the patron members 
of the West Coast Shoe Travelers As- 
sociation. He had maintained his mem- 
bership in that organization and re- 
mained active in it, even after his 
retirement, 


He is survived by his widow, Rene. 


B. F. Jager 

OCONOMOWOC, WIS. Death came 
unexpectedly Dec. 19 to B. F. Jager, 
Rochester, N. Y., a sales representative 
for the Foot-so-Port Shoe Company 
Oconomowoc, for the past 23 
Mr. Jager had been ill about a year ago 
with a heart ailment. He was 50. 

Mr. Jager was widely-known in the 
shoe trade, having traveled Eastern 
Pennsylvania and New York State for 
For many years he 
and an officer of the 
State Guard. Funeral 
held in Rochester. 

Survivors include his widow, a 
daughter and two sisters. 


years. 


the past 25 years. 
was active in 


New York 


services were 
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Albert F. Doyle 


BROCKTON, MAss.—Albert F. Doyle, 
retired shoe manufacturer and a promi- 
nent civic leader here, died December 
21 at his home in this city. He was 82. 

Mr. Doyle entered the shoe industry 
as a salesman 60 years ago and even- 
tually in 1903, became a partner in the 
shoe manufacturing firm known as the 
Wall, Streeter & Doyle Company in 
North Abington, Mass. After serving 
as president for 19 years, he formed 
his own company, the Doyle Shoe Com 
pany, of which he was the active head 
until his retirement 16 years ago. 

Mr. Doyle was known as a prominent 
layman and a member of the Knights 
of Malta. He was a trustee of the War 
Memorial and the Brockton Hospital, 
a director of the Brockton National 
Bank, a member of the Squanto Boy 
Scout Council and served for several 
years as chairman of the Brockton 
Chapter of the American Red Cross. 

Surviving are a son, Albert C. Doyle, 


and a brother, Robert F. Doyle, both 


of Brockton. 


John J. Ryan 


BuFFALO, N. Y.—John J. Ryan, 83, a 
veteran of the wholesale and retail shoe 
business in Buffalo, died at his home of 
a heart attack. 

He retired from active business 
years ago but stili served as local 
dealer for one Boston shoe manufac- 
turer, The business was conducted from 


some 


his home. 

Mr. Ryan started his shoe business 
at 370 Elk Street, moving to South 
Buffalo in 1918 and became a leader in 


the South Buffalo Businessmen’s As- 
sociation. 
He is the father of Thomas W. Ryan, 


former New York State Safety Direc- 
tor. Another son and three daughters 
also survive. 


Ralph W. Bierer 

BINGHAMTON, N. Y. talph W 
Bierer, 64, general manager of Dunn 
& McCarthy, Inc., for a quarter of a 
century until his retirement in 1953, 
died of a heart attack here. 

Mr. Bierer was with the company 42 
years, filling various executive posts 
in Auburn and Binghamton plants. He 
was a director of the First-City Na- 
tional Bank and a former member of 
the Board of Education 

Surviving are his widow, 
a daughter, brother 
grandchildren. 


Elizabeth; 


sister, and four 


Joseph A. Schneider 
PITTSBURGH, Pa.—Joseph A. Schneider, 
75, of Emsworth, died November 13. 
He was a pioneer in the wholesale and 
retail shoe business, having been as- 
sociated with Laird-Taylor Company 
and Newell-Schneider Company before 
entering business for himself. He 


operated stores in Bellvue, Mt. Oliver 
and Vandergrift. 
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James Duval 
KANSAS City, Mo. 
a manufacturer's 
shoe companies in Kansas City 
years, died November 26, of a 
attack at his home. 
Before he became a shoe representa- 


James Duval, 81, 
representative for 
for 30 
heart 


tive, Mr. Duval had owned and oper- 
ated the Market Square Dry Goods 
Company in the city market area for 
10 years here. He sold the business 
about 1925. 

Mr. Duval came to Kansas City from 
his birthplace, Richmond, Mo., when 


he was 16 years old. 

He is survived by his 
Mayme B. Duval of the 
daughters, a two 


widow, Mrs 
home; two 


stepson, sisters. 


STYLE #902 
In mellowerich 
BROWN 


STYLE #972 
In luxurious 
BLACK 


Sizes 


(For sizes 12'/, 
& 13, add 75c) 





Spaulding Bequests Left 
To Charitable Organization 
Former Gov. 
head of the 
manufac 
counters, in North 
the International 
Leather Company of Boston, who died 
left be 
instl 


ROCHESTER, N. H. 
Huntley N 
Spaulding 
turer of 


Spaulding, 
Fibre Company, 
shoe 
Rochester, and 


at his home here recently, 


of charitable 
ed in his will. 


to a number 
, it ha 


1 ; 
que LS 


tutior been di clo 


In addition, the widely-known manu 


facturer and philanthropist made pro 


visions for $15,000 to be turned over to 
Stephen KE. Clow for distribution among 
the office employes at the fibre firm and 
leather plant 


TO PLEASE THEIR FANCY 









TO PLEASE THEIR POCKETBOOK 








at 4 low, low 


$425 


bi Te 
| mens SEBAGO-MOCS 


Just look at the many features that make these the finest machine- 


stitched moccasins you can offer! Built on a last perfected by Sebago’'s 


steel shanks, cushiony Kemblo filler and popular lightweight soles. 


TERMS: 5% 
service charge, 


WN. Y. Office 
534 Marbridge Building 


| SEBAGO-MOC COMPANY 
| 


| moccasin experts, they're sturdily welt-constructed, have arch-supporting 


30 days. On orders of 5 pairs or less, add 25¢ 


ORDER TODAY for IMMEDIATE DELIVERY 
from our IN-STOCK DEPARTMENT! 





Westbrook, Maine w 


| Made in Canada by CANADA WEST SHOE MANUFACTURING COMPANY, Winnipeg, Manitoba 











We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


) 7 ADDED PROFIT 
( A N ( : I | | ; AT | ( ) N CUSTOMER SATISFACTION 
shoe stores, ar «WHEN YOU SELL Scott s 
drive-ins mt a | COMFORT ARCH 


and from the best 


shoe Scott's three-way support pro- 
known makers vides metatarsal, cuboid and lon- 
° “ae . gitudinal support. Profit makers 
promotion are in line with ; . that will bring customers 
back again and again. (Stock 


buyers our nationwide No. 30!) 


reputation Dozen Gross 
f | ' Price Price 
or valves: Ladies’ 4 to 10 $30.00 
Men's 6 to 12 $30.00 


Open a Cancellation Shoe Store in Your Town Children’s 4 to 10..$15.60 
Youth's 11 to 3 $19.20 











Our New Store Consultants Will Help You 
Set Up a Profitable Operation Your Name Imprinted FREE in Lots of 
Quality Shoes Since ‘32 One Dozen or More Pairs. 


M. K. WEIL Shoe Company SCOTT 


“While in Town See Weil” 


1215 Washington Ave Saint Lovis 3, Mo FOOT A o PLIA \ @ 3 Co. 


Sample Rooms: Los Angeles * New York wae) WEBSTER ST. . OMAHA, NEBR. 
Write for Catalog 








About Shoe People 


National Shoes, Inc., has promoted tore in the children’s shoe department. 
Jack Levy, a former salesman at its Cited for two decades each were Vera 
tore at 308 East Fordham Road, L. Young, of the women’s shoe depart- 
Bronx, to assistant manager of its ment, and William F. Bennett, of the 
store at 1542 Third Avenue in New men’s department in the basement 
York City, according to Louis Fried, store. 
president, who also announced that 
Seymour Feldman has been promoted Meyer K. Weil, president of the 
to manager of National Shoes’ North- M. K. Weil Shoe Company, 1215 Wash- 
ern Lights Shopping Center store in’ jington Avenue, was presented with an 
Syracuse, N. Y. Mr. Feldman, coming inscribed gold watch upon completion 
" ” from New York City, will have Jack of two years as president of the Colum- 
Lo-Cut Shoe Forms Mellnick as his assistant manager. The bian Club of St. Loui During Mr. 
latter has been associated with shoe Weil’s term in office, membership in- 
"Lo-Cut" is Fairy Form's answer for the stores in Syracuse for many years creased 15 per cent, bringing the total 


+ * 


display of the new, low cut flattie shoes “ae to more than 400 St. Lou social, busi- 
Available in women's size 5, girls’ size ness and civic leaders 
18 end ditidcon's cin 10 Bruce Rogers has been appointed as 
These “tLeSut” chee ferms cre mode sistant buyer for men’s and boys’ shoes 
with a curved crossbar which allows an by the J. L. Hudson Company at its The women’s shoe department of 
unobstructed view of the inside of the main downtown store, Detroit. Mr. Lloyd’s Shoe Store in Cheyenne, Wyo., 
shoe. A slight flange at the top of the Rogers was formerly sales supervisor has been taken over by Harry Green. 
heel makes them easy to remove from shoe for men’s and boys’ shoes and men’s Mr. Green had been associated with 
These new "'Lo-Cut” shoe forms are avail hats in the Northland Hudson store, Roe Brothers of California for five 
often referred to as “the world’s larg- years. The women’s department is 
est branch store.” owned by G. B. Rosenberg, of LaMode 
Write Dept. B-33 for complete data At Northland, he has been succeeded of New York. The store has been in 
on all our Fairy Forms which ore by Harold Davis, who was formerly in business for more than 25 years at the 
made from FAIRYLITE NON-FLAM®* the downtown basement store as head same location. 
PLASTIC produced by of stock in the men’s hat department. 
The Hudson Company recently hon The new Rackley Shoe Store has 
SHOE FORM co. INC | ored members of three shoe depart- been opened at 320 South Washington 
° ments upon their completion of long Avenue in Lansing, Mich. The business 
Auburn, New York service records. Anne M. Newcomb cel-_ is owned by E. L. Rackley Stores, Inc., 
"Req. U. S. Pat. Off ebrated a quarter century with the big which has headquarters in Jackson, but 


* * * 


able to both manufacturers and retailers 


* . * 
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the shop is run by Lansing residents. 
* * * 

Fiedler’s Shoe Store, owned and op- 
erated by Robert Fiedler and his wife, 
Nancy, opened in the former Bill Lewis 
Market Building, Clare, Mich. The 
store handles footwear for men, women 
and children. 

* * * 

Joseph W. Doyle, an 
shoe retailer, has opened a new store at 
853 Post Road in the Fairfield Shopping 
Center, Fairfield, Conn. Mr. Doyle was 
formerly manager of Elliott’s Shoe Box 
in Bridgeport, Conn. The new store op- 
erates under the name of Doyle’s Foot- 


experienced 


wear. 
+ * * 

Laurence F. Whittemore, chairman 
of the board of the Brown Company, 
manufacturer of shoe innersoles and 
other products in Berlin, N. H., has 
been elected to serve during the com- 
ing year as president of the board of 
trustees of the University of New 
Hampshire. 

* + © 

Harold Lee, plant manager for the 
Snell-Jones Manufacturing Company, 
Brockton, Mass., has been elected vice- 
president in charge of production. The 
company manufactures a line of tacks 
and nails used in the shoe industry. 

” * * 

James Caprell has been named assis- 
tant manager of the shoe department 
of Nowell Clothing Company in Ra- 
leigh, N. C. He was formerly associ- 
ated with Jean’s Shoe Shop, of Raleigh. 

” » * 

Robert Dugins, of the Dugins Shoe 
Store, has been elected a director of the 
Tuscaloosa Merchants Bureau for a 
two-year term. 

* * * 

Harry Miller, who has been manager 
of Karl’s Shoe Store in downtown Den 
ver for the past four years, has been 
transferred to the chain’s Hayward, 
Calif., store at 1010 B Street. 

* + * 

Ida and Carl Nickel, Sr., who oper- 
ated a retail shoe store at 7225 Eastern 
Avenue, Bell Gardens, Calif., for 10 
years, but who have been retired since 
five years ago, have opened a family 
shoe store at their former location and 
installed their Marjorie, as 
manager. 


daughter, 


+ + * 


Milton Korensky, a former 
of the Foothill Bootery in 
Calif., opened a new family 
store in the shopping district on 
Sepulveda Boulevard, Sepulveda, Calif 

* * * 


partner 
Tujunga, 
has shoe 
new 


Frank Prashek, buyer of men’s shoes, 
and four other veteran employes of the 
May Company in Cleveland, were given 
a special salute for 50 or more years of 
service at the department 
nual Oldtimer Party in 
Carter. ae ee 


Shaw's 


store’s an 
the Hotel 
Sundial Shoe Store is the 
name of the new retail operation 
opened recently by Wilbur D. Shaw in 
Quo Vadis Square, Wakefield, R. I. 

* * 


. 


Ralph W. Sarty, formerly with the 
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Percy FitzGerald Company of Boston, 
has opened a new store in South Wey- 
mouth, Mass., doing business as 
Sarty’s. A full line of shoes is carried. 
. * + 

Two brothers, Aaron and Barnet 
Bornstein, have purchased from Paul 
Abramson the men’s shoe store at 268 
Washington Street, Boston, operated as 
Paul’s Men’s When they take 
possession of the store February 1, the 
name will be changed to Baron’s Shoes 
Mr. Abramson will continue to operate 
Paul’s Men’s Shoes at 26 Kneeland 
Street. This is the first of two stores 
to be opened by him. 

Baron’s Shoes will 
run as a men’s shoe store, according to 


Shoes. 


continue to be 


much 
the 


with a 
under 


Barnet but 
wider range than 
Abramson management. 
Mr. Bornstein and his 
operate four other retail 
all family stores. These are 
Shoes in Somerville, Automat 
and Teddy’s Shoe Store in Dorchester, 
and Shoe Store in the North 
End retailers 


since 


Bornstein, 
price 
brother now 
outlets, 
Cr osley 

Shoes 


shoe 


Louie’s 
They 
1933. 


have been shoe 


* > * 

head of 
Company, 
been elected to 


Lawrence Vinton Hershey, 
the Hagerstown Shoe 

Hagerstown, Md., has 
the board of directors of the Federal 
teserve Bank of Richmond, Va. Mr 
Hershey will serve a three-year term 


shoe men. 


to make those sales 


planned business 


357 Fourtt 


Atlanta, Ga 


to sell all the shoes you can... 


Must you be 
a banker, too? 


Whether you give dating, which is a loan to your 
customers, or operate an in-stock department, 
which is a reserve against their demand withdraw- 
als, the net effect is the same. You're in banking 
as well as shoe manufacturing, and it takes ad- 
ditional capital. You may not like this dual role, 
but competition frequently forces it on you 


Iselin financial support enables shoe men to carry 
this extra occupation comfortably and gives them 
all the advantages of increased capital. Giving a 
customer longer terms or dating, or carrying in 
ventory from which to service orders quickly, puts 
no burden on the working funds of Iselin-factored 


The shoe man who factors with Iselin not only is 
paid in cash as soon as 
can even get the proceeds of future sales from us 
while he is still buying leather or stacking shoes 
He knows where and when 
he can get the money to run a profitable, well 


WILLIAM ISELIN & CO.,ING. 


Avenue 
¥ 


FOUNDED 


he ships his orders; he 


New York | ‘ 


Grand Rapid Mict 





» QUA 





| a 


Manufacturers add useful life to their shoes 
with Farberized Insoles and Farberized Welting 


Farberizing replaces water sol- 
uble tannins with stable fats and 
oils... seals off each fibre but 
retains porosity of the leathers. 
As a result... 


Farberized Insoles and Welting re- 
sist the destructive chemical action 
of sweat and moisture . . . resist 


1¢0 FREMONT STREET 


shrinking, curling and cracking 
..+ preserve the original size and 
shape of the shoe, That is how... 
Manufacturers like JOSEPH M. 
HERMAN SHOE CO. add dollars 
of shoe value for just a few cents 
more with Farberized Insoles and 
Farberized Welting. 


WORCESTER 


State’s Oldest Shoe Store Moved by Great Grandson 
Ruesch’s 
Watertown’s 

now in 


WATERTOWN, WIS 
of 
establishments, 


Footwear, one 
busines ; 
fourth and 
its one-hundred-and-tenth year, ope 
305 Main 
operation 210 
IRD 

was completely 


generation about to 


in a new location at 
It had 
Main 

The 
modeled and redecorated 
front 


been at 


Street 


in 
since 
new store 


store 


John Ruesch, now in charge, repre 


sents the fourth generation in 


Ruesch family to operate a shoe busi 


ness in Watertown. 
The first Ruesch shoe store was 


110 


Fine 
oldest 


ente! 
ened 
Street 


West 


It has a new 


1846, two years 
state. It 
Fred, 
repairing 


tually opened here in 
Wisconsin became a 
by Fredolin, 
Ruesch, who also did 
and shoemaking in those days. Shoes 
heavy and rough and only 

wore the lighter weighted 
His store was a meeting place 


before 


its was operated or 


shoe 


were 
“dudes” 
shoes 
re and forum. 

In 1895 the moved to the 
Main Street address from which it has 
recently moved. During that interval 
the business was known successively as 
Fred J. Ruesch and Son, then Leo 
Ruesch and Son, and later, Fred J. 
Ruesch and Son. 


business 


the 


ac- 


Letters 
to the 
Recorder 


Sees Consumer Demand 
For Common Sense Shoes 


Editor, Boor AND SHOE RECORDER: 


Have interest and 
article “Glamour No 
Service” (BooT AND 

1955, page 15), 
and you have certainly “hit the nail 
on the head,” so to speak. As president 
of the J. J. Shoe Company, 
whose line of staple comfort shoes is 
100 years old, I know you are 
right. While have our books 
most of the most reputable shoe dealers 
in the United States, yet we get in- 
numerable requests from consumers 
who can’t seem to get the shoes they 
need, simply because they want a com- 
This, in spite 
cata- 


read with 
enjoyment the 
Substitute for 
SHOE RECORDER, Dec. 1, 


great 


Grover 


almost 


we on 


shoe. 
send 


mon sense staple 
of the fact that we 
logue to every well rated shoe establish 
able and willing to 
with single 


out a 


we are 


them 


ment and 
accommodate even 
pairs. 
It is important to get good turnover 

on stock, but if you can satisfy some 
of your loyal customers on a shoe that 
moves a little slower, it surely will pay 
off in the long run. Furthermore, it is 
the only decent thing to do, as you 
point out in your article. The merchant 
who will take heed of your remarks 
hould certainly profit, not only finan 
cially, but in the satisfaction that he 
is rendering a service to his loyal cus- 
tomers, 

Louis J. Weitzman, 

Pres., J. J. Grover Shoe Co., 

Merrimac, Mass. 


Grand Shoe Store Opens 
Family Operation in Detroit 
The Grand Shoe Store has 
been a family type store in 
the near west-side area at 4737 West 


Grand River Avenue, under the owner- 
of Milton J. 


DETROIT 


opened as 


ship and management 
Zimmerman. Mr. Zimmerman has op- 
erated the Zimmerman Brothers Shoe 
Store on Gratiot Avenue in suburban 
East Detroit for nine years, originally 
as a partner and subsequently buying 
out his brother’s interest, and will con- 
tinue to operate both stores. 

Prior to opening the new Grand Shoe 
Store, he took over the former Arden 
300t Shop at 9252 West Grand River 
and operated it for a few 
weeks as the Zimmerman’s Family 
Shoe Store, but liquidated this project 
to concentrate upon the new unit fur 
the street. Ben Kawa, for 
of the Arden Boot Shop. 

the business because of 


Avenue, 


ther down 
mer owner 
retired from 
ill health. 
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NEWS OF THE 





Salesimen axw Suplers 


Coast Travelers Win Membership Award 
























Stanley F. Smythe, retiring president of West Coast Shoe Traveler's Association, 

left, and R. E. Fisher, chairman of the 1955 Membership Committee, inspect trophy 

awarded to the Western organization by the National group for achieving the 
largest increase in membership of any regional association. 


Los ANGELES—The new slate of of- 
ficers for the West Coast Shoe Travel 
er’s Association was installed during a 
luncheon in the Tishman Building in 
Los Angeles. Heading up the new slate 
is Richard D. Graffis of Turian, Ca 
prini, and N. Porter Shoe Companies 
First vice-president is Al Bornstein of 
the Mutual Shoe Company, second vice 
president is Pearse Newell of the 
Deevers Shoe Company, and Midwest 
Footwear, Inc., while Dave Kleinsmith 
will continue in the secretary-trea 
urer’s post. 

The elaborate luncheon for the new 
officers and the board of directors wa 
hosted by Western Carloading Sam 
sluestein served as host for the spon 
oring organization. 

New president Richard Graffis, in 
his speech of acceptance, stated that 
the West Coast Shoe Travele had 
affiliated during the past year with 
the National organization, then had 
won the National Annual Award for 
having gained the most new member 
curing the year. This chapter now has 
over 500 members and is second only 
to the Southwest group. 

Mr. Graffis outlined a five-point pro 
gram for the coming year, including 
a concerted effort to increase member 
ship, spearheaded by a special commit- 
tee which has been appointed to handle 
the program. 

Other plans called for better buying 
shows, a stronger welfare fund, and 
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trengthened positior 


In addition to the ney 


McBride, of Pfe iff r’ 


Jack Newcomb, 


Beggs and Cobb Switches 
Technical Staff to Subsidiary 


company reported 


parent company 


‘ing added to the 


Mishawaka Rubber Appoints 
Barrick Sales Manager 


MISHAWAKA, IND ax B. Ba 
has been appointed genera iles mat 
ager of Mishawaka Ruble ind Wooler 
Manufacturin Company Ihe i! 
nouncement of the appointment is made 


by G. D sJabcock, pre ident of the firm 
In his new position, Mr. Barrick w 
have general supervision over all sale 
activity of the Ball-Band sales division 
ind also the wholesale division of the 
company M1 tarrick became asso 
ciated with the firm in December 
1945, immediately after having been 
eparated from active service in the 
Army He served first a i Ball-Band 
alesman in the northern New Jersey 
territory, wa later a district aa 
manager, and for the past three yeat 
has 


ment 


been manager o ile develop 





Following his graduation from high 


chool, Mr. Barrick had been employed 


as a shoe ilesman in store in Fort 
Wayne until 1941 when he entered the 
Army He served throughout the wat 
and rose to the rank of captain, in th 
Infantry. For a time he was assigned 


to the staff of Gen J \ Van Fleet 
who at the time Va a colonel in 
mand of a regiment whict 
in the landings in France on D-Day 


Mr. Babcock also stated that I 
Say, manager of ile for Ba tJand 
Footwear, and A. K. Sherv manager 
of the wholesale division, wi | each cor 


tinue in their presen 


International Superintendent 
Serving 45 Years, Retires 
I Lot I Mart I Brunke 


intendent of International Shoe Com 
pany’ Perryville Mo., plant ince 
1930, retired Janua 1] after eal 1 
eal of ervice to the compa y lon 
mett King, genera iperintendent f 
International’s Juvenile Manufacturing 
division, announced that EF. J. Lynet 
forme! assistant iperintendent it 
Per? idle icceeded Mr. Brunke 
Mr. Brunke began his careet ith In 
ternational 1909 a i nd itter 
the Cape Girardeau plant of Robert 
Johnson & Rand. Within 10 years he 
vas named foreman of the cutting de 
partment at Chester, [11 He wa ap 
pointed superintendent of Internatior 
Steeleville, Il., plant in 1925, and 


iperintendent at Perryville in 1930 


Active in Perryville busine and 
civic activities, Mr. Brunke plans to de 
vote h additional leisure time to fish 


ing and golf 


\ I 












Shoes in Miniature His Favorite Hobby 


If Barney Worthman appears in a deep study in this picture, his attitude merely 


reflects the interest he takes 


in the famous 


Worthman collection of miniature 


shoes. This is a hobby that Barney has developed over the years and to which he 
devotes evenings, rainy Sundays and other odd moments at his home in Teaneck, N. J. 


rEANECK, N, J,—It 
acteristic of most 
that they 


during 


eems to be char 
hoe business 
only 


also 


men in 
the 
ine 


not 
but 
hoe atmosphere 
‘round the clock 


work at job 


normal bu hours 
eat, sleep and live in a 
practically seven days 
a week 


Worthman, 
well-liked figure in the quality recrea- 


Jarney well-known and 


and casual! 


I: Oo! 


rainy 


tion footwear field, is no 


exception years he has been de 


Sundays, and 


one 


voting evening 
building up 
interesting and 


footwear to 


other 
of the 
collection of 


spare time to 


most unusual 
miniature 


be found anywhere. The collection now 


pieces from 
and obtained 


more than 100 
the world 


odd and curious 


consist of 
many parts of 
from a many 
Most of the 
chinaware o! 
but 


sources. 


miniature shoes are of 
ceramic 


leather, 


other materials, 

wood or 
Ordinarily 
home here, 
have journeyed to 


many are of 
and 


keep 


fabric combinations 

them at hi 
where many Visitors 
inspect Other shoe men, he has 
found, get no end of enjoyment out of 
different 


sSarney 
them. 
models of 


footwear. 
interest 


studying the small 
tyles and types of 

Because of this the idea 
occurred to Barney of placing the col 
lection on display at the National Shoe 


Fair in Chicago, where it attracted 
extraordinary attention last October 
and drew a constant stream of visitors 
from all sections of the 
Shoe Fair visitors 


and admirers 
country, as well as 
from foreign lands. 

There they saw not merely the kind 
of miniature shoes in that 
can be picked up in stores and antique 
hops, but many that rank as valuable 
museum pieces and practically all of 
them embellished by the skill and talent 
Worthman himself. He 
and decorate these rare 
make them even 
more distinctive and unusual. 

This particular hobby is but one of 
many extra-curricular interests that 
have absorbed his attention over a busy, 
useful and eventful life that is now 
approaching the middle years. During 
the Second World War he was active 
in Washington sponsoring the cause 
and defending the rights of shoe busi- 
when it was going through the 
trying period of rationing. After the 
war he was aiding wounded veterans 
by leading a drive to collect scrap 
leather that was used in hospitals in 
connection with occupational therapy. 
In his earlier years he was an amateur 
well known in 


chinaware 


of Barney 
loves to paint 


specimens so as to 


ness 


and professional boxer 
the world of sports. 

A self-made man who sold news- 
papers on Broadway to help pay his 
tuition through Colimbia University, 
Worthman devoted most of his 
career to selling and sales management 
for two concerns where he rose to 
executive posts, namely S. Rauh & Com- 
and Fulton Leather Goods Com- 
pany. Now he is formulating other 
plans. But that, as Kipling might say, 
is another story, and only one thing 
can be revealed about it now. Whatever 

y decides to do from here out 
will not interfere with or lessen in the 
slightest degree his interest in and his 
devotion to his favorite hobby of col- 
lecting and embellishing miniature 
footwear. 


has 


pany 


Barney 





Hartland Tanning Employes 
Share in Profits for 1955 


HARTLAND, Mt 
176 


foremen 
the Hart 
subsidiary 


Kighteen 


and other employes of 
land Tanning 


of the 


Company, a 


Irving Tanning Company, of 
Boston, total of 
approximately their 
of conservatively estimated profits for 


1955 


recent ly received a 


$55,000 a share 


Announcement of the 
Max Kirstein, 
the company, who originated the profit 
haring plan, This 
with $30,000 received at the end of 
1954 by 157 employes. Both amounts, 
those for 1954 and 1955, represent half 
of the firm’s profits for those years. 

the exact profit for 1955 
known for time, the 
ployes will receive a second check next 


amount was 


made by president of 


amount compares 


will 
em 


Since 
not be some 
Summer representing the difference be 
the and the actual 
To be eligible to share in the 
worked 


tween estimate 


profit 
must have 


plan, an employe 


112 


which that the 
profits will be shared with many more 
employes in 1956 as the company pay 
roll now numbers approximately 300 
workers. Still more will be 
hired in the Spring when the company 
opens additional facilities in new build 
ings now under construction. It 
that the buildings, includ 
ing a 654,000 foot, one-story 
structure, will double the present pro- 
duction of the plant, which is already 
the largest tannery in Maine 


an entire year, means 


workers 


is esti- 
mated new 


square 


Thirteen St. Louis Plants 
Sign Shoe Union Contract 


St. Louts 
viding for a 
wage increase 
AFL Boot 
with 13 St. 
workers are covered. 

Averave wage of the shoe workers is 
now $1.43 an hour. The contract was 
retroactive to The union 


A two-year contract pro- 

ix-and-a-half cent 
been signed by the 
Workers Union 
About 7,500 


per 
has 
and Shoe 


Louis plants. 


December 6 


also has an option to extend the con- 
tract a third year. At the beginning of 
the third year the shoe firms would in- 
augurate a pension plan to which they 
would contribute four and a half cents 
an hour. 

Shoe companies 
Brothers Shoe Company, 
Shoe Company, Johansen 
Shoe Company and Samuels Shoe Com 
pany, each with two plants; Boyd 
Jones Shoe Company, Valley Shoe 
Corporation, Wolff-Taber Shoe Manu- 
Company, Heydays Shoes, 
L. J. O’Neil Shoe Company. 


involved are Brauer 
Hamilton 
srothers 


facturing 
Inc. and the 


Lucey Gives Record Bonus 


BRIDGEWATER, Mass.—The John E. 
Lucey Company, manufacturer of men’s 
popular priced shoes, announced a rec- 
ord-breaking share-the-profits program 
of $123,401 at the end of 1955. 

Participating in the bonus were 430 
employes. Those employed more than 
18 months received $316.48 and those 
employed 6 to 18 months, $158.24. 
Recorder 
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Gino Prato at Dedication 

Of New Den-Tex Plant 
DALLAS—Gino Prato, the New York 

shoemaker and opera expert who won 

$32,000 on television’s $64,000 Question, 

was the the formal 

opening of the Den-Tex Shoe Corpora- 


Denton, Texas, plant last 


of honor at 


guest 
tion’s new 
month, 
The amiable Gino joined with Denton 
officials, shoe industry leaders, of- 
of Den-Tex and hundreds of Den- 
citizens in ceremonies at the 25,000 
Shady 


Clvi¢ 
ficer 
ton 
quare foot factory in Denton’s 
Oaks Industrial Park. 


Gino Prato, left, with Morty Freedman, 
Dallas industrialist and president of Den- 
Tex Shoe Corporation. 


Following the dedication ceremony a 
held by the Denton 
of Commerce for the visitors 
which included John Devine, vice-presi 
dent, and Mike Magliari, comptroller, 
of the Compo Shoe Company, St. Louis; 
Mahler, of the John G. Mahler 
Company of Dallas; Bud Rodgers of 
United Shoes Machinery; Scott Metcalf 
of the Singer Sewing Machine 
pany; Phil Gardner of Sears, Roebuck; 
Sob March, Bill Butler and Dave Jones, 
of Graham Shoe Company; Julius Le 
vine and Lou Mirsky of Casuals of Dal 
las; H. R. Russell, American Biltrit 
Rubber Company, and Carl Hoffman of 
the International Machine 


luncheon was 


Chamber 


John 


Com 


Susines 
Corporation, Dallas. 

Morty Freedman, Dallas industrialist 
and president of Den-Tex, said the new 
factory will manufacture genuine hand 
and newly-styled machine-sewn, 
loafers by Tex-Moc which is the parent 
company of Den-Tex. 

The factory is of brick construction 
and ig located in this fast growing 
north Texas which is 37 mile 
north of Dallas. The factory site 
12 acres. 

A total of 78 
banquet. Among 
Den-Tex in 
Freedman 


ewn, 


town 


covers 


the 
present from 
addition to President 
talph Shanks, 
Maxfield, plant 


versons attended 
J 


those 
were sales 
manager; P. L. uper- 
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the following 
ment Max Hantman, 
room; Aycock, stitching 
George Madore, hand sewing room; Leo 


intendent, and 
head 


John 


depart 
cutting 
room; 


Lemelin, machine room; Al 
Ramsey, finishing and packing room 
Mr. Prato wa 
sador 
Company. 


sewing 


present as an ambas 
of goodwill from the Biltrite 
He arrived in Dallas 
Thursday before the event, appeared on 
radio and TV and was honor ¢g 
the Dallas Club 
musical personalities, civic leader 
municipal officials and 

onages in the 
Southwest. 


uest ala 


luncheon at for Dalla 
, and 
prominent 


industry of 


per 


shoe the 


quarter 


aowntown 


ing 


Milwaukee USMC Moves 


BostoN—The Milwaukee office of 
United Shoe Machinery Corporation 
has moved to new and larger 
at 2362 North Stanley Place, 
in that city, a location which is approx 
imately and one-half from 
Milwaukee and which is con 
in and out of 
office 
renovated and the lat 
for 


machine 


been 


one miles 


nected with direct routes 


Thi 


been completely 


he city. new branch has 


t equipment installed warehous 


and stocking parts and 


hoe factory supplies, servicing custom 


rs and ing orders received. 
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the SMART 


A lovely, lovingly 


strap which proves 


easy on 


IN STOCK 


in Avocado 


in almost 100 


It’s a top-nok h example ol 


line for Spring 


showing for 


COLUMBUS 15, OHIO 
NEW YORK OFFICE 


shoe 


the eye 


you 


t 


as they 


FOR 


W edye WOK rd 
17¢ 


by Dickerson... 


REALLY 


hat's comfortable 


crafted and el 
that Dickerson 


vant open toed 
Shoes 
feet 


are as 


are on the 


IMMEDIATE DELIVERY 


Blue, o1 Frost 


width 


Coffee 


and 


the entire Dickerson 


We'll be happy to 


arrange a 


417 MARBRIDGE BLDG 








Pr rene > + 


Finest, fastest 
beauty treatment 


for every type 
smooth leather 


CAVALIER 
BOOT CREME 


When you recommend Cavalier 
Boot Creme, you are suggesting 
the best in shoe care and mak- 
ing a firm friend out of every 


customer who buys it. 


Remember, friendly customers 
come back for more of every- 


thing you sell 


...s0ld only by 
shoe men because 
they know shoe 
care best 





CAVALIER DRESSINGS 
are advertised in LIFE 











Order from your wholesaler or 
CAVALIER company 
Baltimore 30, Maryland 


A Generation of Serving 
the Shoe Trade Exclusively 





Potashnick Named Sales Chief 
Of the Joyce Shoe Company 
ST. Potashnick 


Jerry has 


manager 


Louis 
named sales 
Company, producer of 
according to Abe Cohen, presi- 


been 
Shoe 


casuals, 


| 


of Joyce | 


women’s | 


dent of the United States Shoe Corpo- | 


ration, 


JERRY POTASHNICK 


Jack Evans, 
Coast 


Mr. Potashnick succeed 
Joyce West 
Kepford 
general manager of Joyce, Inc. 
Said Mr. Cohen, concerning the ap- 
pointment, “We’re 
back home, having been with U.S. Shoe 


Ww ho become 


entative. 


repre 


happy to have him 


ome four-and-a-half years ago.” 
Mr. Potashnick, who ha 
srown’ Life Stride division 
March 17, i952, formerly was with Red 
Cross. During the four-year association 


headed 


ince 


he worked in merchandising, sales and 
tyling. 

Mr. Potashnick, accompanied by hi 
wife and two-year-old daughter, Linda 
Rae, will move to Cincinnati after Feb- 


ruary 1. 


International Shoe Machinery 
Has Retirement Income Plan 
CAMBRIDGE, MAss.—J. S. Kamborian, 
president of the International Shoe 
Machinery Corporation, in his annual 
message accompanying 
Christmas 


payment of 
profit-sharing bonuses to 
the company’s 
adoption of a non-contributory retire- 
ment income plan covering all person- 
nel. In making this known, Mr. Kam- 
borian said: 

“The main for taking this 
step is that, in doing so, ISMC will be 
better able to attract and hold the high- 
est type of employes and to offer still 
better Also, 
it is a source of great personal satis- 
faction to me to be able to furnish this 
additional security, at no cost to our 
employes, as an expression of the com- 
pany’s appreciation for their loyal and 
whole-hearted cooperation. We already 
have in effect a program of group life 
insurance; accident, death and dismem- 
berment insurance; and hospital, medi- 
cal and surgical benefits for employes 
and their dependents.” 


employes, announced 


reason 


service to our customers. 


ticker remains as | 


the 
bored blonde 


( 


caper.. 


She stretched in a bored way, stood 
up and with an agonizing flip left me 
standing there. It was the 10th walk 
out. At that rate, I'd be eating my 
stock. Suddenly, this cheery char- 
acter flings open the door. ‘‘Man, 
you've got a real tired line. Now 
here's the line no gal can resist... . 
Beau Mocs.'' He whips out these 
knockouts, gives me the pitch on 
price and mark-up . . . and I'm sold. 
Since I've stocked handsewn Beau 
Mocs, I've thrown away the red pen- 
cil. Beau Mocs move too fast to be 
marked down. So if you're losing 
promote Beau 


sales and money, 


Mocs, the moc with real sales sock. 


TRUE MOCS WITH HANDSEWN VAMPS 


BEAU FOOTWEAR COMPANY - LEWISTON, MAINE 


Exclusive Sales Agents: Sam Schoenfeld Assoc 
47 West 34th Street, New York, New York 


West Coast Division 
543 Mission Street, 


c/o Chesapeake Shoe Co 
San Francisco, California 


BEAU MOCS ARE PRE-SOLD FOR 
YOU IN 26 NATIONAL MAGAZINES , 
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— the Modern Fluoroscopic 
X-RAY SHOE FITTER 


First in performance, first in 
convenience, first in appear- 
ance—the Simplex SUPREME 
belongs on your sales staff in 
1956. Ask your Simplex X-Ray 
representative or write — 

X-RAY SHOE FITTER CORP. 

3533 N. Palmer St., Milwaukee 1, Wis 


Canadian Representatives 
BOISVERT AND JANELLE CO., LTD 
8405 St. Lawrence Blvd., Montreal 18, Quebec 


T. J. MACKINNON 
211 Mitchell-Copp. Bldg 
334 Portage Ave., Winnipeg, Manitoba 
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Bradley Sales Manager 
Of Life Stride Division 

St. Louts—Joe E. Bradley, salesman 
for the Life Stride division of Brown 
Shoe Company, has been promoted to 
sales manager of the division effective 
February 1, according to an announce 
ment from A. C. Fleener, vice-president 
of Brown Shoe Company. 


JOE E. BRADLEY 


Mr. Bradley, who has been represent 
ing Life Stride in Texas and the South 
west, has had wide experience in the 
shoe field prior to his association with 
Brown Shoe Company 

He succeeds Jerome Potashnick who 
resigned the Life Stride post to take 
a major position with Joyce Shoe Com 
pany, a division of United States Shoe 
Corporation. 


New Company in Production 

FREEPORT, ME.—A new company, the 
Eastland Shoe Corporation, has pur 
chased the assets of Eastland Shoes, 
Inc., and is now in production here, 
manufacturing women’s moccasin-type 
sport shoes to retail at popular prices 

Initial production is at the rate of 
1,000 pairs daily and it is expected that 
this will be increased to 3,600 pairs in 
the comparatively near future. First 
shipments were made Janary 3 

New owners are Bert Wolfson and 
Jonas B. Klein, both of whom will 
supervise sales as well as production 
Associated with them in this new ven 
ture are Louis Fishman and Hyman 
Miller, of the Belgrade Shoe Company, 
of Auburn, Me 


Endicott-Johnson Bonus 


ENpbicoTtT, N. Y Endicott-Johnson 
Corporation employes received a year 
end bonus of $2,000,000 early in Jan 
uary, compared with $1,125,000 a year 
ago. Approximately 1%,000 employe 
with the company a year or more 
received $112.50 each, while those with 
ix months’ service received $56.25 
The annual distribution, termed a 
discretionary bonus, is based on corpo 
rate earnings after provision for 
obligations. This brings to $17,771,000 
the bonuses distributed since 194% 
























#87020 
FOOT- 


KING REG-E-STURD 
BOYS SHOES 

LOOK! SOLES GUARANTEED IN 

WRITING, 4 months wear or a new 

pair FREE! Widths A fo E, sizes | to 7 

FOUR STYLES IN STOCK. Price $4.40 


net 






WHAT A DEAL! 











#27378 
Goodyear Welts 


xine. BOY RANGER | 


LOOK! 
OVER 40 STYLES IN STOCK! Side 
leather lining, solid leather insoles, 
Pacifate—Puratized drill lining, Sizes 
| to 7, widths from A to E Price 
3.70 to 4.35 net 
SET YOUR OWN MARKUP! 
















279902 
SHU-LOK 
Goodyear Welts 


FOOT-KING FOR MEN 
—— LOOK! OVER 100 HOT STYLES 


for high school, dress and casuals, 
for men of all ages. Unmistakable 
quality and craftsmanship for long 
markup; yet priced for permanent 
promotion. Sizes 6 to 12, widths from 
B to EEE. Price 4.15 to 5.50 net 


FOOT-KING means BUSINESS 
Write for in-stock catalo 
FOOT-KING | 
P.O. BOX 88—PALMYRA, PA. 


SALESMEN: Some territories open te 
established men with non-confilcting lines 






















THEY’RE WELL AWARE IN DELAWARE THAT 


CHAIRMASTERS’ CHAIRS Help Sell Shoes! 


i Ai i i i a 


Featuring Styles #3251 and #23215A 


Let CHAIRMASTERS help you increase 
your volume and profit. Consult our 
planning department about the design, 
layout and furnishing of your store... 
remember it takes more than shoes 

to sell shoes! 


‘ 


Retiring Kinney Executive and Successor 


DAVID H. LOCKE 


New York—David H. Locke, execu 
tive vice-president in charge of manu 
facturing for the G. R. Kinney Com 
pany, Inc., has retired after an asso 
ciation of 20 years with the company, 
it was announced by K. W. Thornhill, 
director of corporate relations for Kin 
ney 

Donald H 


Locke in charge of all factory opera 


Goodyear succeeded M1 


He becomes general 
Mr. Good- 
has held various executive 


tions in January. 
manager of manufacturing. 
year 
tions in the management of Kinney’s 


posi 
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DONALD H. GOODYEAR 


manufacturing division for the past 32 
years. 


Worcester Shoe Company 
Licenses H. H. Brown 


WORCESTER, MASS.—Worcester Shoe 
Company announced the signing of a 
licensing agreement with H. H. Brown 
Shoe Company, of Worcester, 
which permits the Brown company to 
manufacture insuleted leather footwear 
under the Worcester patent on a royal- 
ty basis. The agreement is retroactive 
to January 1, 1955. 


also 


The Bata Shoe Co. store in 
Dover, Delaware is made more 
attractive by CHAIRMASTERS’ 
furnishings which are expressly 
created for shoe stores. In this 
store, as in others throughout 
the country both large and small, 
CHAIRMASTERS'’ chairs 
allow customers to relax 

in comfort while they 

choose shoes... make 

it easier for salesmen 

to sell! 


Style 


’ D 
Coins ies 


200 East 146 Street @ New York 51, N.Y. @ CYpress 2.0600 
SPECIALISTS IN SHOE STORE FURNITURI 


Please send New Chairmasters Catalog to 


NAME 
STREET 


manufacturer to 


with 


This is the sixth 
complete licensing arrangements 
Worcester Shoe Company. 

The patent, issued December 2, 1952, 
relates to the construction of insulated 
leather footwear. Worcester Shoe Com- 
pany manufactures styles of 
insulated under this patent, the 
most popular being their “Royal 
Worcesters” which retail widely at 
around $16.95, 


several 


boots 


Blackhawk Tanning Leases 
Former Solar Plant Space 


JANESVILLE, Wis.—The Blackhawk 
Tanning Company will approximately 
double the space it has been occupying 
with the leased acquisition of the 
former Solar Corporation plant at 1000 
West Bruce Street, it was disclosed by 
W. D. Scott, vice-president. 

The lease, to run for about 16 years, 
is for a one-story building of approxi- 
mately 40,000 square feet of floor space. 
Total rental for the lease period was 
said to be more than $300,000. 

Mr. Scott said the expanded opera 
tions would probably require some ad- 
ditional employes. He said much 
remodeling and renovation must be 
done before machinery can be moved. 
The shift probably will not be com- 
pleted before May. 

Blackhawk, incorporated in March, 
1946, makes leathers for use in shoe 
and work glove manufacturing and 
also for industrial protective apparel. 
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Former Barbour Welting Man 
Becomes Lawrence V-P 
LAWRENCE, MAss.—Robert B. 
ler, formerly vice-president 
Wright-Batchelder 
one time 
Barbour 


slack- 
of the 
Corporation and at 
a sales representative of the 
Welting Company, been 
made vice-president of the Lawrence 
Proce Company, here, according to 
Edward F. Hogan, president. 


ha 


ROBERT B. BLACKLER 


The Lawrence company manufac 
tures a line of vinyl! welting, poly 
ethylene counters and heel bases, and 
viny! Mr. Blackler will 
supervise the sale of these products to 
the shoe industry. 

The Lawrence Process Company, 
Mr. Hogan also said, will move into 
its new plant in North Andover, Mass., 
about mid-January. Construction of 
the modern facility was begun last Fall. 


shoe covers. 


Beau Footwear Inaugurates 
West Coast In-Stock Service 

LEWISTON, Me.—Announcement of a 
new West Coast warehouse and distrib 
uting center for Beau Moc handsewn 
moccasins was made by Sam Schoen 
feld, sales manager of Beau Footwear 
Company. For the first time a nation 
ally advertised handsewn moccasin will 
be available, he said, at factory prices 
and on an in-stock 24-hour to 
merchants in that territory. 

The scope of this service covers the 
states of California, Washington, Ore- 
gon, Idaho, Montana, Nevada and Ari- 
zona. Orders are to be directed to the 
Beau Moc Division of Chesapeake Shoe 
Company, 543 Mission Street, San 
Francisco. 


basis, 


Elect International Shoe Men 


St. Lours—A. L. Johnson, advertis- 
ing director of International Shoe 
Company, was elected president of the 
alumni of Washington University’s 
School of Business and Public Ad- 
ministration, while Norfleet H. Rand, 
manager of upper leather procurement 
and supply for International has been 
elected to the board of American In- 
vestment Company. He fills a vacancy 
on the board formerly held by his 
brother, the late Edgar E. Rand. 


January 15, 1956 


counseiot 


Gold Seal Rubber President he will serve as volunteer 


on-academk 


Named University Consultant 
MASS 


trea 


heading up 
Mr. Shapiro 
mber of the board 
Shoe 


WALTHAM, 
president 


Seal 


Jacob Shapiro, 
irer of the Gold 
Boston, 


enterprise 


and Seal Company, 
Rubber 


of 


Company, 


Company of and & me 


of the Cannon 
Wi nm Footwear 


Realty 


Company 


active in other busine 


has been consultant on 


appointed a 


Company, the A. 
and the Goodyear 
The son of the late 
of the university 

he had a di 
with the First 
Africa and 
position vith th of lie 


university development for Brandei 


University, according to an 
made by Abraham 
of that in 


Of this 


announce 

- Company 
> oo here ‘ 
ment Feinberg, Shapiro, one 


stitution’s board 


M) 


member, 


chairman 
of trustees 
the 


nce 


tingui 
Arn 


di chat rt 


board, Shapiro 


is also youngest having 


1949. In 


wa 


erved this new itenant colone! 





THIS PICTURE SPEAKS 
FOR ITSELF! 





*Actual Photograph Taken at Time of Fitting 


ALTSCHUL Ry SHOES IN ACTION 


Here is an actual photograph taken at 
the time of fitting Altschul's Rx Shoes 
Altschul's Rx (for added 
support) with its unusually sound last 
design will delight and amaze your cus 
Altschul’s Rx Shoes the 
beauty and appearance of ordinary 


JULIUS ALTSCHUL, Inc. 


| Creators of "NATURES OWN" ® straight last footwear 
| 117 Grattan Street * Brooklyn 37, N. Y. 
| 


shoes because the patterns and leathers 
were selected specifically for this con 
Construction struction by specialists in support foot 
wear. Altschul has a large selection of 
Rx support shoes in stock for immediate 


Others 
Write for our catalog today 


tomers. have delivery are on a “to order 


basis 





SERVING AMERICA’S RETAILERS FAITHFULLY FOR 55 YEARS 


admini 
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director 
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Company, New Yor 
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4875 
Antiqued brown elk, Neolite soles 


B,C, 0, 8% 


4895 
Brown elk, 4-8 leather soles, 8% -3 Neolite soles 
B,5%-8; C,0, 4-8; A,B,C,0,8%-3 


2807 
Black grained, Neolite soles, 8, C, 0, 8% -4 


JUST 5 OF ALMOST 
100 FAST-REPEATING 
STEP MASTER NUMBERS 
CONSTANTLY CARRIED 


IN-STOCK 


FOR EXTRA-FAST 
FILL-IN SERVICE 


Keep your inventory low... your 
maintained mark-up high.. your turn- 
over fast... by featuring Step Master 
shoes! Backed up by extra-fast fill-in 
service budget-priced Step Master 
shoes are styled right, value-built with 
special patented features that assure 
repeat sales! 


RE-ORDER NOW 


Tol am slot a mmelile Mee ilats 


Retail Profitably at 


$395 10 $595 


Patent Straps Slightly Higher 


884 
Brown and white elk 4-8 leather soles, 84) -3 white 
rubber soles. B, 5% -8; C, 0, 4-8; A,B,C, D, 8%-3 


STEP MASTER SHOES, 


International’s Closed Plants 
Handed Over to Communities 


N. H.—International Shoe 
given its recently closed 
and Newport to 
Governor Dwinell 
announced January 3. The 
valuation of the Claremont 
$191,500 and of the 
$60,000 


CONCORD, 
Company ha 
plants in Claremont 
the two communities, 
assessed 
plant is 
Newport plant 
International closed its three New 
Hampshire plants (the third located in 
last Fall saying the shut- 
were necessitated by “opera- 
economy and effi- 


Nashua) 
downs 


tional reasons of 


862 
White elk, leather soles, B, C, D, E, 2-8 


INC. + GREENUP, ILL. 


ciency.” 
communities were laid off. 
Purtell Quits Hanover 


HANOVER, PA. 
has announced his 


Raymond F., 


president, director and general super- 
Inc., 


The Hanover Shoe, 
effective 


intendent of 
Hanover, Pa., 


1955, 


December 


Mr. Purtell has been associated with 


Hanover Shoe for five years. 


appointed a director in 1951, was made 
Spring 
of 1952 and elected a vice-president in 


general superintendent in the 





Some 1,400 people in the three 


Purtell 
resignation as vice- 


He was 


the executive staff in April, 1955. 

Mr. Purtell was chairman of the 
men’s session at the Factory Manage- 
Cincinnati, for the 
served on 


ment 
past three years and 
the Machine Technical Committee and 
the Industrial Labor Relations Com- 
mittee of National Shoe Manufacturer- 
ers Association. 


Conference, 


also 


Case Leaves Prima to Head 
New Rambi Shoe Company 


CoLumMBus, O.—Ivan L. Case, form- 
erly sales promotion manager of Prima 
Footwear, Inc., has resigned to devote 
his entire time to The Rambi Shoe 
Company as its president. This new 
company is manufacturing a line of in- 
fant’s and children’s shoes, under the 
registered trade mark of Rambi-F lexx. 
Ileadquarters of the company are at 
2320 Berwick Boulevard, Columbus 
a, 

Mr. Ca Rambi-Flexx shoes 
have a patented construction feature, 
not available in any other footwear of 
this type. He said volume shipments 
for the country as a whole will be made 
in approximately two months. 

Mr. Case was formerly with the G. 
Edwin Smith Shoe Company as buyer 
and merchandise manager. He has had 
35 years’ experience in selling, buying, 
merchandising, styling and manufac- 
turing. 


said 


Palter DeLiso, Inc., Names 
Current Slate of Officers 


New YORK 
were 


The following new offi- 
announced by Palter De- 
Liso, Inc., women’s quality shoes manu- 
facturer: Martin Palter, president, 
Vincent DeLiso; Richard 
executive vice-president; Ted 
vice-president secretary, 
Jerry Palter, vice-president in 
charge of sales. 

A new designing staff has been 
formed with Elinor Bohle and Lee Mol- 
nar in charge. For the past seven years 
Elinor Bohle has been in charge of de- 
signing at Andrew Geller, Inc. Lee 
Molnar returns to Palter DeLiso after 
a short period of association with the 
design department at I. Miller. 


cers 


succeeding 
Palter, 
Palter, 
and 


and 


Nova Shoe Expanding 


HAVERHILL, MAss.—The Nova Shoe 
Haverhill manufacturers of 
women’s novelty shoes, is expanding by 
adding to its present approxi- 
mately 15,000 square feet formerly oc- 
cupied by the Haymaker Shoe Com- 
pany, which liquidated here recently. 
The Nova firm, which had employed 
200 workers, hopes to increase its per- 
sonnel to 250 and to step up daily pro- 
from the 
200 


Company, 


space 


duction figure of 
900 pairs to 

The staff of the Haymaker 
company is transferred to the 
plant of the Amorette Shoe Company in 
Lawrence, Mass., established last Fall 
by Abe Turiansky who also headed the 
Haymaker Shoe Company organization. 


year-end 


office 


being 
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Mrs. Anderson Appointed 
Lawrence Fashion Director 


Mrs. Dorothy An 
formerly associated the 
Hide & Leather Company 
has been named fashion director 
A. C. Leather 


here. 


PEABODY, MAss. 
derson, with 


American 


Law rence 
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CANCELLATION 


January 15, 1956 
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A EE ee 


FOR OVER 40 YEARS 





Room 383 
January 15-18 


Lo bh) ae 
MOSINGER-COHN 


1235 Washington 
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REA 


St 


features. 


SALES TERRITORIES OPEN 


FOSTER SHOE CO. 


Bais Owe Ce 


79-81 Reade 


DOROTHY ANDERSON 
IN STOCK 


Sizes 
3% to 10 
AAA 10 € 


Mr Ande: had 
rience in the fashion field 


on ha wide expe 


At one time 


she was associated with Duplan, a na 


BROWN © BLACK se known ‘Sextile firm, and she 
BURGUNDY © RED also served for a time as executive di 
Rais auihie aut eile rector of the New York Dre Insti 
with supple leather. Superbly tute. She has had merchandising ey 


detailed with quality built-in 


Wanamaker’ 
York, 
of 


during 


perience with Macy's, 
and Arnold Constable, all of New 
and member of the 
directors the latter firm 


1940-41. 


was a board 
of 
ROWLEY, MASS. 


of the 
Company, 





Where 
"buy 
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BALLET SHOES 


~ee eee 






er ee meee 


NOW... mMorRE EXTRA 
PROFITS FOR YOU! 


1. Dance Ballet Slippers—pleated toe, 
hand lasted. In black, white, red, 
green and yellow. All sizes, MA&N 













full sole 
blue 

widths 
2. Dance Tap Shoes Heel and 
toe plates attached. All sizes, M & N widths 












in patent 






sizes small 


16-D 





3. Acrobatic Nature Sandals 
7 to Ladies’ 9; Men's 8-D 





sizes to 






Satisfaction 






Top quality. Prompt service 





guaranteed. Your area dealership now open 
Write us 


local dance trade 


HOLLYWOOD 
PRODUCTS INCORPORATED 
P. ©. BOX 628 OHIO 













share of your 





now to get your 
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Hamilton Shoe Company 

Acquires Building It Occupies 
ST. Louis 

through a 


Hamilton Shoe ¢ 


pecially 


ympan 


formed realty hold 


Ing company, has acquired the building 
Headquarters er ‘ Oc’ upie » anv Luca aves i The 
shoe firm has leased the prope for 
CANCELLATION [ama 
A five-sto1 building vith 84,000 
quare feet of floor pace, the bricl 
STORES and-glass structure provides complete 
manufacturing and office facilitie 
C. D. P. Hamilton, III, president of 
All Price Ranges Quality Brands the hoe firm mat if ac turing Ly mia 
Lowest Prices Largest Stocks nette and Penaljo shoes for women 
Hotel Ben Franklin also heads the new holding compan 


T he deal wa 
Martha 


and 


Penaljo Realty Company 
handled for buyer 
K, R ( hard on, by 
con 


and ller, 


attorney 





ideration was disclosed 








ae teste © ite Sandoz Names Ad Manager 


NEW YorK Dwight L. Wardell ha 
cae been appointed advertising manager of 
Sandoz Chemical Works, Ine., it is ar 


nounced by A. 7 


Hane , Vice-presi } 
Wardell will work 


of the fir Mr 

closely with Mr. Hanes to develop ad 
IW PR vertising and publicity promoting 

Sandoz dyestuffs and chemica to the 
Y WOrth 2-5180-1 eather, rug, textile, paper, and alun 

num industrie 





Pennsylvania Shoe Industry 


Facing Lack of Workers 









WILKES-BARRE, PA rhe hoe 
dustr in Luzerne Count ind espe 

ally in the (,reate! Wilkes-Barre 
area, | faced with se} roblem 







concerning recruitment ained 
yorker 

Unle the conditio; oon ren 
edied, the ituation wi become acute 












Nicholas J. Haydock, Wilkes-Barre of 
fice manager of the Pennsylvania State 
Kmplo ment Ser ce tated The a 
ertion Was made at a session of the 
education committee of the (ire ‘ 
Wilkes-Barre Chamber of Commeres 

Steady growth of the hoe manufa 
turing industry was noted Plant ure 
oncentrated — in the W ilkes-Barre 
Hazleton, Nanticoke and Pit on area 

Shoe manufacturing employment cur 

ntly nm tne in i t 2,400 
More workers are needed 







Shoe Man Elected Mayor 











PortTsMoutTH, O.—Robert P. Walker 
i es ¢ itive of the Williams Ma 
f I niy ( Mri} ‘ } au f f 

r r | «rf nor ind # if 
( lan ne from the fifth ward 1 

ected to serve a Portmou ma I 
luring 1956 and 1957 
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ORTHOPEDIC FOOTWEAR 
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A MODERN CORRECTIVE 
SHOE FOR EVERY 


CO rthopedic NEED 
| TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 


+ 








TARSO 
PRONATOR® 


For club feet and 
metetersus vorus. 
Pairs or single shoes. 

—_ 


/ 


TARSO MEDIUS® 


Straight, neutral last 

shoe. Detalied to 

motch Tarso Prona- 

ter. Pairs or single 
shoes. 

<< 


Terse Shoes are prescribed by doc- 

ters across America. Write today 

for Ulustrated oe and catalog 
sheet. 


MAR HELL 332s trans 


i Ri i i i Bi te ee ee eT 


BOX HANDLERS 


i ee a ee ere) 


LONG ARMS 
REACH 
SHOE 

BOXES 

ON 

HIGH 


shelves 





You can han 
you take the one 


They grip them securely 
die several boxes in ao stack 
you want and others No ladder 
climbing, no falls, no wasted energy $3.50 
prepaid parce! post in USA Handle lengths 
24 to 60 Specify if for men's or women's 
Order right NOW. Your findings jobber or 


CARL BEEMAN 
Heights Rood 


return the 


bores 


Cedar Stamford, Conn 
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Faith Shoe Breaks Ground 
For 4,000 More Square Feet 


WILKES - BARRE, Pa. — Faith Shoe 
Company, Inc., broke ground for a 
4,000 square foot addition to its plant 
at 25 Beekman Street, here. General 
contract for the work will amount to 
$18,000. 


The addition is being built through 
financial assistance from the Greater 
Wilkes-Barre Industrial Fund, Inc., of 
which William O. Sword is president. 

When completed 
months, the addition will serve as a 
stock area as well as location 
for 50 sewing machines. Present plant 
area now being used for stock storage 
will be transformed into a production 
area, 


within a few 


storage 


The expansion 
work for 75 to 100 more persons. 
hundred and twenty-five 
now employed by the 
pany. 


program will mean 
Five 
persons are 
Faith Shoe Com- 


Edwards Sales Executives 


The caption in the January 1 Boor 
AND SHOE RECORDER showing men in 
charge of the new regional sales group- 
ings recently instituted by J. Edwards 
and Company, attributed incorrect re- 
gional areas to two of the Ed- 
wards executives in the photo. 


sales 


The correct representation is as fol- 
lows: R. William Senior is vice-presi- 
dent in charge of sales for the western 
division; William C. Wolff is vice-presi 
dent in charge of sales for the midwest- 
ern division, and John C. McPhee is 
vice-president in charge of sales for the 
eastern division, 


Joins American Hide Board 


LOWELL, MAss..-American Hide and 
Leather Company recently announced 
the election to its board of directors of 
Charles L. Tandy, president of the 
Tandy Leather Company of Fort 
Worth, Tex. The Tandy company is an 
American Hide and Leather subsidiary. 
In addition, Mr. Tandy has been made 
chairman of the local company’s execu- 
tive committee. Another new member 
of the company’s board is Martin 
Goodman, an attorney from Altoona, 
a, 


National Adds Felt Pad Line 


Boston—The Westsorb line of felt 
mounting pads, made by the Western 
Felt Works of Chicago, has been added 
to the lines being promoted by National 
Shoe Products Corporation of this 
city. These pads, designed to reduce 
machine and floor vibration, come with 
adhesive on both sides and a plastic 
film which is peeled ff when pads are 
ready for use. The laim is made that 
the pads stick to any dry surface, that 
no bolts are needed in their installation 
and that machines operated 
immediately. 


can be 


Where 
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WOMEN'S SHOES 
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SEND FOR NEW CATALOGS 
OF OUR DAYTIME AND 
EVENING SHOES 





si 
annahsons 


HAVERHILL, MASS. 


—“~-_ 


LEOTARDS 


Oe 


LEOTARDS AND TIGHTS 
Whirl-a-Weve Leotards, Durene yarn, zipper back 
fastener. Children: Short sleeve, $2.15. Long 
sleeve, $2.50. Adults, Short sleeve, $2.35, long 
sleeve, $2.75. Give sizes when ordering. 

A. Chatila and Company 

5719 18th Avenue, Bkliyn., N. Y. 


MANUFACTURERS OF BETTER DANCEWEAR 














Shoe Contract to McElwain 


PHILADELPHIA — The Quartermaster 
Depot granted an award of $59,058 on 
proposals covering 10,044 pairs of men’s 
black dress oxfords to the J. F. Me- 
Elwain Company of Nashua, N. H. 
The procurement, for the U. S. Army 
runs in # price range of $5.85 to $5.94. 
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Territories open: 







busine lor over 


2. Kentucky-Tennessee 


Write: Box No. 421, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Pa 


4. Oklahoma 


LOOKING FOR UNUSUAL 





FORMER WELL-KNOWN SHOE AND SLIPPER WHOLE 





SALER—EXPORTER due to restrictions, seeks good 








SALES OPPORTUNITY ? sadeclaen eune wromctn Web Choe 
ese c - Jobbers, or Department Stores in Metropolitan 
CSS WOM weg oa llc cnt SoS tg A area. New York Showroom and Warehouse avail 
fitty , ’ . + | "RIJITI | 
annty y% ‘ a ' TING n 1i¢ able for out of town Manufacturers 
e e in 1 itor r liable . 
' a ‘ Address Box 418, care BOOT & SHOE RECORDER 
ne OkoOu nn ar pr ty en wt we n ile Chestnut and 56th Streets, Philadelphia 39, Pa 
luable to y We have nothing t tler th with whole 
J} experier ‘ nut yu ¢ K 1 1 1 ft y ir r e 
har : ' re ANUFACTURER LADII BRETTER 
Ww n Iii t id ] ‘ ime 
, . , N GRAD! HOES OR PLAYSHOI are 
terested in representation for New Eng 
Connect t , lent Write Kox 
r ik and e | rile Chest 
1. North and South Carolina 3. Texas Philadelphia 39, Pa 
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Juvenile 


name of OLD PALS and LUCKY 


with 


she 


on 


the following 


OPPORTUNITY 


JUVENILE LINE 


Line 


under 


our 


JCS 


States: 


Delaware, Virginia, West Virginia 


Maryland, Washington, D. C 

Kentuc ky. Must live ir territory 
and have following. Non-com 
petitive line not objectionable, 
and, in fact, desirable. Write giv 
ing all deta n first letter t 


FIVE STAR FOOTWEAR COMPANY 
43-01 22nd Street, Long Island City, N. Y. 















j and Children's Shoes 
Loafers, Saddles $2.98 
nected in-Stock Serv 
Sideline permissible 
Mississippi, Alabama 








SALESMAN WANTED 


To carry fast line of $2.98 and $3.98 Infants’ 


Growing Girls Flatties, 


to $4.98 

ice 6% 
Territory 
Georgia 


! HIGHLAND SHOE CO., Inc., Akron, 


Factory con 

commission 
Louisiana, 

Florida 


Pennsylvania 





















































SALESMAN WANTED [ONG ESTABLISHED, SUCCESSFUL, Shoe 
To carry Line of Children’s Pre-Welts and Ce * Wholesal Busine i vb ; or “ body te 
ments, Luther Brand, Stock and Make Ups; Box Pl g's Pesce PI \ xd! ar p 
Commission basis. Can be carried with non-con «he t : y reet cinentends tates dee 
flicting Line. Established territories: Tennessee 
Mississippi and Alabama. Reply, with references F AMIIY HOw PORK, PHILADELPHIA 
thoped na la Name tran J 
THE KEPNER-SCOTT SHOE CO., INC. ® Orthopedic and Regular, Name Brands; Ke 
Orwigsburg, Pa ‘ - ‘te a es 425. desig i ‘ and 
} { ( 1 t t } la 
phia Pa 
SALESMED WANTED (YPPORTUNITY 
. rO REPRESENT VOLUME MANUFAS HOT rORI ; MAI LAND BR 
) ' Swat A . ) IN y y ‘ 
oh ge tei a S URBAN TO WASHINGTON, $4 i 
tock Department and Make-Up Fast 1 me, Nat ! Mar 7 a wise 
Line, Kiddie Kul e Co. (1 W cap" fe deka igs Ne 
Maryland Shoe ¢ We t Mary! Blscacs* a ; Da che 
f Hoot Kk ! ‘ 6th 
t ] 1, Va 
SIDE LINE SALESMAN WTD. 
AIR CONDITIONED FAMILY SHOE 
STORE ESTABLISHED THIRTY 
YEARS VOLUME APPROXI. 
WANTED SIDELINE MAN MATELY $150,000. GOOD LEASE 
Fo 4 Miller ci . ike LOCATED LARGE CITY IN NEW 
: ; : . defy shag pan YORK STATE. OWNER RETIRING 
Hyde } na ¢t Aer eta St res anc 
bber West ¢ ist f enver Address Box 424, care BOOT & SHOE RECORDER 
W est Write for fu part - Chestnut and 56th Streets, Philadelphia 30, Pa 
©. A. MILLER COMPANY 
Plymouth, New Hampshire 
| 
ORNAMENT Bow ma t Hot 
bye His ‘ 4 ess 
eure nal Sie deieetioane' sat | || 6 BUY BONDS 
ot treet I} i i } | 
WANTED IDELINI Al} i for 
Childre ‘ ‘ GARDNEI MITH 
Mfr 647 j M 
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The rate for undisplayed 


ds, $3.60 


and charged at the word rate 
at word rate. Classified advertising is payable in advance 
opened for classified advertising except for regular advertisers on contract 


CLASSIFIED ADVERTISING RATES 


classified advertising is 20 cents a word under any of our classified heading 
When a box number is desired, addressed to any of our offices, 
If advertiser’s own name and address is used, count each word (street number is one word) 


Send 


The rate for all displayed or boxed in classified advertisements 





Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—Séth & Chestnut Streets, Philadelphia 39, Pa. 


Minimum ameunt 


words must be added for this 


12 


check or money order with your copy No accounts are 


is $14.00 inch with a maximum of 4 words inch 


an 


pe r 
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ABLE FOR SHOK DEPART 
Pm Leading Medium Priced 
New York Wonder 

ive merchandiser 

nd Shoe Re 

Philadelphia 
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nt in Leading Stor maker fron 
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Melville Shoe Corporation 
Cited Sixth Year in Row 


NEw For the sixth consecu 
tive the Melville Shoe Corpora- 
tion has been certified as excellently 
managed by the American Institute of 
Management. This places them among 
the 408 American and Canadian firms 
30 cited by the Institute for 1955. 

The awards were announced by Jack 
son Martindell, president of the Insti- 
tute, who said their purpose is to 
“bring deserved recognition to those 


Yor«kK 
year, 


companies whose managements are do 
ing most to increase productivity, with 
accompanying benefits to employees, 
hareholders, their community neigh 
bors, and to the economy as a whole.” 
Ten factors are employed in auditing 
explained, and a 
receive a minimum of 
in order to qualify as “ex 
managed.” Evaluations 
the company’s 
concerns in the United 
The factors re 
function, cor 
health of 
stockowners, directorate 
analysis, research and development, fis 
cal 
vigor 


a management, he 
company must 
7000 point 
cellently are 
based on continuing 
analysis of 
tates and Canada. 
ferred to are: economic 


porate structure, earnings, 


service to 


policies production efficiency, sales 


and executive evaluation 


Weinbrenner Aids Traveling 


Country With Selling Story 
With 


Go in °56,” 25 
of the 
Company 


their 


slogan, 


Mid 


MILWAUKEI! 
“Let’s Grow 
western sales 
Albert H, Weinbrenne) 
started 
Spring and Summer 


and 
representatives 
January 3 with their 
lines of men’s and 
shoes Ata 
ive the 
Hotel, they expressed opti 
mism over the 1956 business 
rhe only disheartening note heard wa: 
from 
tions of 


out 


children’s work and dre 


day’s 
Schroeder 


inten conference here at 


prospects 
salesmen in lowa and other sec 


the belt 
comes have dropped, 


farm area where in 


The sales conference here is being 
repeated in all sections of the country 
Henry G. Smith, to John E 


Dickinson, vice-president in charge of 


assistant 


aid that mail orders have 
the past few 
the 


retail sales, 
weeks, 
emphasized to salesmen the 
for with deal 
e) The color motion picture on selling 
job-fitted this Winte: 


been “terrific” in 
but 
need 


closer cooperation 


shoes, pr oduced 


122 


by the Weinbrenner Company, is being 
hown all dealers; emphasis was made 
by Mr. Smith of the 
tie-in with visual aids 
tance of continuous personal 
in selling shoes. 

Brown Trexler, 
tive of the Weinbrenne: 
Dickinson and Mr. Smith have been 
traveling throughout the country the 
past few months making contact with 
alesman and inde 
pendent dealers 
help clarify the merchandising story on 
job-fitted and safety shoes. 


salesman-dealei 
and the impor 
contacts 
special representa 


firm; Mi 


each meeting the 


Hood Rubber Hosts Group 
Planning Red Feather Drive 


WATERTOWN, MAss.—A workshop for 
plant chairmen of the Greater Boston 
1956 Red Feather Campaign was held 
here recently at the plant of the Hood 
Rubber Company, a division of the B. 
F. Goodrich Company, to discuss pro- 
cedures and objectives for promoting 
increased contributions from individu- 
als within industries. 

A payroll deduction program 
discussed and companies already using 
this system reported on the resulting 
increase in donations. It was pointed 
out that the average contributor would 
like to give more, but cannot usually 
spare a sizeable donation out of pocket 
at one time but would gladly give more 
by regular payroll deduction. 

Hood Rubber Company acted as host 
to the group, furnishing the meeting 
place and luncheon under the guidance 
of Dexter C. Whittinghill, export man- 
ager and chairman of the Rubber Fab- 
ricators and Manufacturers Group, 
1956 Red Feather Campaign, in the ab- 
sence of Raymond H. Blanchard, Hood 
Kubber president. 

Attending the meeting were Carroll 
P. Griffith, assistant treasurer of Hood 
Rubber Company and treasurer of 
Hood Rubber Company Employees All- 
In-One Charitable Fund, Inc.; Dexter 
C. Whittinghill, manager of exports, 
Hood Rubber Company and chairman 
of the Rubber Fabricators and Manu- 
facturers Group, 1956 Red Feather 
Campaign; Samuel J. DeLuca, chair 
man of Hood Rubber Company Em- 
ployees All-In-One Charitable Fund, 
Inc. and vice-president of Rubber 
Workers Union Local 21914, American 
Federation of Labor; Robert A. Waters 
of Robert A. Waters Company, who 
acted as chairman of the workshop and 
Peter Cos 


was 


led the group in discussion; 
tello, William Underwood Company; 
Leonard Tims, National Shawmut 
Bank; Jack Ahearn, Red Feather Cam 
paign Committee; Nils A. Hultgren, 
Atlantic Gelatin Division, General 
Foods Corporation; Matthew Sheedy, 
The Calidyne Company; William D. 
Morrison, Jr., Haartz-Mason, Inc.; M. 
R. Weaver, Sylvania Electric Products 
Inc.; D. A. Trabueca, The Barry Corp.; 
Ernest E. Weldon, Union Market Na- 
tional Bank; Vincent Rabita, Wate 
town Arsenal; and Arthur D. McKear- 
ney, Western Electric Co. 


wherever possible, to 


Sutherland Retires 
From Eagle Ottawa 


GRAND HAVEN, MICH. Stanley C. 
Sutherland, production manager of the 
Eagle Ottawa Leather Company, an- 
nounced his retirement December 31 
after 42 years with the firm. 

Mr. Sutherland was born in the sub- 
urbs of London, England, in 1890. He 
attended Herold’s Institute from 1906- 
1908. When the Leathersellers College 
opened in 1908 he transferred there 
and attended night classes until 1911. 
During the day he worked at the Sun- 
bury Leather Company in Addlestone- 
Surrey. 

While at Sunbury, Mr. Sutherland 
operated the first shaving machine in- 
stalled in that company and recalls that 
the men in the plant were very skepti- 
cal that a machine could do as good a 
job as a currier who performed the 
yperation by hand. 

In May, 1912, Mr. Sutherland emi- 
grated to the United States and went 
to work as a shaver at George Stengel 
and Company, upholstery leather tan- 
ners in Newark, N. J. 

On July 10, 1913, he joined the Ot- 
tawa Leather Company in Grand Ha 
ven which shortly thereafter became 
the Eagle Ottawa Leather Company. 
Starting as a trimmer at eleven dollar 
a week, working sixty hours, he moved 
through the shaving to the japanning 
department. He became finishing fore- 
man in 1915. 

In 1919, Mr. Sutherland was made 
superintendent of the company. He was 
later named vice-president in charge of 
production and was responsible for op- 
erations not only at the Grand Haven 
Tannery, but also Eagle Ottawa’s cut- 
sole plant and Whitehail tannery. 

He was elected to the board of direc- 
tors of the firm in 1944 and still serves 
in that capacity. 

Mr. Sutherland has watched and 
helped Eagle Ottawa grow and pro- 
gress from a 200-hide-a-day tannery to 
one producing over 1,500 hides a day 
He ha een japanning give way to 
modern finishing methods such as auto- 
spraying. He has assisted in 
perfecting modern leathers to suit 
changing requirements. Some of these 
leathers include table top leathers, me 
chanical and vastly superior 
upholstery tannages. During two hectic 
largely 


matic 


leathers 


war eras when production was 
restricted to military 
pletely revamped the processes to make 
leathers. 


uses he com 
military 

Many leathers that he made and fin 
ished during his long years with the 
are no longer available o1 
lost their economic importance, 
harness leathers, machine belt 


company 
have 
such as 
ing, skirting, 
whip leathers. 

Mr. Sutherland has 
England three times. The last was in 
September, 1955, visited his 
family and friends and looked over new 
buildings at his old school. 


horse collar and buggy 


back to 


been 


when he 
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Max L. Meltzer, Pres. 


WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 









ivanhoe 1-98630 











YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 
SAM CAMITTA & SONS 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 


Surplus Stocks @ Closeouts @ Complete Stocks 








95 Reade St., New York 13, N. Y. 
COrtiandt 7-6378-9 


@ Your Name and Brand Protected 








TOP DOLLAR! 


FOR YOUP ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 





WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE ST., NEW YORK 7, WN. Y. 
WORTH 2-6358 


RALPH VOGEL 
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FOR CASH || )\ 


ay 





vie 
U) | | 0 | 
V Quality Shoes V Complete Stores 


J CLOSEOUTS OR SURPLUS 


from Mfr. or Retailer 
Any Quantity . . . Any Timel 











for Quick Action, 
Write, Wire or Phone 
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CE 1-4898 CE 1-3762 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL” 





Di Tt 


























No More Worries 
No More Cares 
No More Gray 


Hairs 
HE 
PAYS BEST 


PUT HIM TO 


THE TEST 
LOUIS CAMITTA & SON 


91 READE ST., NEW YORK, N.Y 
WO 2-5063 
formerly with S. CAMITTA & SONS 




















SELL YOUR STOCK 
BRANDED LINES 
High Quality Shoes Preferred 


¢ DISCONTINUED LINES 
e CLOSE-OUTS 


Ladies’, Men's & Children's 
Entire Stock or Portion . . . for Cash 


BARSH & CO. °!." {5 


Phila. 6, Pa. 
Write or PHONE - MA 7-1666 





MM CASH FOR 


MMM CLOSEOUTS 


MMM SURPLUS 
GMM DISCONTINUED LINES 
MM COMPLETE STORES 


BROITMAN - GAFFIN 
| SHOES, INC. 


BE 3.7290 










146 DUANE ST., N. Y. ¢ 
























fl BARIS 






79-81 Reade St. 


| 
ese UofT 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered (2) 

fel 

fe] 


Jobs in Fine Shoes From Fine Sources Since 1931 


New York 7, N.Y. + Tel: WOrth 2-5180 (2 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCKS 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 











MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, N. ¥ 
Telephone: WOrth 2-896! Beekman 3-767) 














CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, NV. Y. 
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CASH 
10P PRICES 
for 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


W rite 
tion ° quality men's 
s and children's shoes 








or wire for fant ae 





women 


= > FOR OVER 40 YEARS 


MOSINGER-COHN 


1235 Washington $f. lovis 3, Mo 
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NOTICE OF PATENT 


Welleo Shoe Corporation of Waynesville, 
Carolina, makes and sells shoes of various kinds 
with soles of porous rubber, molded and vulcanized 
to the upper. These shoes are manufactured under 

license of patents which have been granted for 
various specific improvements of this type of foot- 
S. Patent 2,16%,- 
S. Patent 2,574,582, 
S. Patent 2,694,871. 
We have in the past and will take in the future 


steps against those 
fringe upon these patents or contribute to such 


= 


wear. We specifically refer to U. 
243, U. S. Patent 2,484,743, U. 
ee * Patent 2,580,245, and U. 


all possible legal 


infringement. 


WELLCO SHOE CORPORATION 


Waynesville, North Carolina 
ee PM Me 





MERCHANTS’ NEEDS 








Valh RTISING 
IDEAS Uppings 


how to get 


More Business! 


Edwards Idea Clipping 

has over 2000 satisfied users. 
order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course 
TIT. 


VINCENT EDWARDS & CO. 


World's Loreen Advertising Service 
rganization 
342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer 


here's 


HE Vincent 
Service 


Each 


City 
Name 


Company 











Seton Leather Company 
Passes Half Century Mark 


NEWARK, N. J.—Gold labels attached 
to mail from the Seton Leather Com- 
pany here, acquaint the trade with the 
news that the business has reached the 
half-century mark of successful opera- 
tion. When the firm was organized in 
1906, there were almost four times as 
many tanneries as exist today and the 
number which produced patent leather 
offered no hint that a newcomer in the 
field could hope to flourish against the 
then strongly entrenched lines. 

Joseph Kaltenbacher, one of the 
firm’s founders and president up to his 
death in 1949 had been thoroughly 
trained in tanning. Starting at the fa- 
mous Freiberg Tanning School in Ger- 
many, his practical experience was ob- 


124 





North 


who in- 


£79995 
FOOT KING 


means 
BUSINESS 


A. S. KREIDER & SON CO. — Dept. 15 — PALMYRA, PA. 





DESERT BOOT 


weighs 7'2 ounces 


Thick crepe sole, reverse buck 
leather, exceptional lightness and 
with appeal 


welt insole 


sales 
leather 


comfort 
Goodyear 
foided edges 


IN STOCK... 


Men's sizes 6-12, D width 


YOUR PRICE only 
5.35 net 
LONG MARKUP 








tained in various American tanneries 
prior to organizing the Seton Company. 
Experimentation and research were 
less common in tanning endeavor dur 
ing the early decades of the century 
than now. 

Through the years, steady expansion 
of production and also diversification 
of output have occurred. Although 
Seton has been inseparably linked with 
patent leather over the 50 years, that 
specialty no longer dominates produc- 
tion. Soft, glove-feeling side leathers 
in top-grain and corrected finishes to- 
day share the volume. 

The tannery has been enlarged con- 
siderably. New additions and most 
modern installations of equipment have 
marked the firm’s solid growth and a 
new office building is now under con- 
struction on one of the parcels of land 
acquired in recent years in areas adja- 
cent to the deep-set tannery site. Ja- 
panning and finishing of patent is done 
at a subsidiary plant in Wilmington, 
Del. 

Two sons of the founder are at the 
helm today. Joseph C. Kaltenbacher, 
the elder, is president and Richard, like 
his brother an alumnus of Cornell, is 
treasurer. Morton Stern is vice-presi 
dent and sales manager; Robert G. 
Weldon is secretary and Harold Y. Mil 


ler is second vice-president. 


W. R. Grace & Company 
Announces Personnel Changes 


New YORK Hugh S. Ferguson, 
president of Dewey and Almy Chemical 
Company division of W. R. Grace & 
Company, has been named by the Grace 
board of directors as executive vice 
president in charge of the chemical 
group in the parent company. At the 
same time the board announced also the 
promotion of six other officers to wider 
responsibilities and the election of Al- 
exander T. Daignault as an executive 
vice-president and chief financial officer 
of the international chemical, trading 
and financial concern. 

The chemical group now headed by 
Mr. Ferguson includes four divisions— 
Dewey and Almy Chemical Company, 
Davison Chemical Company, Grace 
Chemical Company, and Grace Chemi- 
cal Research and Development Com- 


respon- 
chemical 


Until this appointment, 
directing Grace 
activities was exercised by Chairman 
of the Board Charles E. Wilson. Mr. 
Ferguson will continue for the time be- 
ing as president of Dewey and Almy. 

Mr. Daignault, will join the 
Company on January 15, 1956, comes to 
from Westinghouse Air Brake 
where he has been Vice Pres- 
ident in charge of Finance. He was 
earlier associated with Dewey and 
Almy as treasurer of the Cambridge, 
Mass. before its merger into 
Grace, 

Executive vice-president Allen 5S. 
Rupley, whom Mr. Daignault succeeds 
as head of the financial services group, 
and Andrew B. Shea, who has been 
head of the South American group, 
both take broad corporate responsi- 
bilities. 

Succeeding Mr. 


pany. 
sibility for 


who 


Grace 
Company, 


firm 


Shea as Executive 
Vice President in charge of South and 
Central American operations, as well 
as Grace Brothers Limited of London, 
and Pacific and New York Trad- 
ing, is James H. Stebbins, most re- 
cently in charge of operations for Peru, 
Ecuador, Chile, and Bolivia. He will be 
assisted by John T. Whitely as deputy. 
Mr. Whitely is vice-president in charge 
of Industrial and Marketing Service 
for the South American Group. 
Lucas A. Alden, who has been vice- 
president and controller for the com- 
pany, moves up to replace Mr. Stebbins. 
Fred R. Feuss, until now assistant 
vice-president and assistant treasurer, 
succeeds Mr. Alden as controller. 


Coas 


Executive Club 


N. Y. Sales 
Announces Thesis Contest 

New YorK—The Sales Executives 
Club of New York announced its 1955 
56 Thesis Award Contest for graduate 
students in the fields of marketing and 
sales management. A first prize of 
$200 and a second prize of $100 will be 
awarded to two advanced or graduate 
students registered in a New York City 
college or university who submit the 
first and second adjudged best theses 
through their deans during the aca- 
demic year 1955-56. The final date of 
submission is May 20, 1956. Presenta- 
tion of the awards will be in June. 
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TO OUR 6,000 RETAILERS: 
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4 | it for a prosperous 1955. 


For 1956, we have several grand surprises 
that will mean bigger and better business 


for all of us on 


FOR “THE WALK THAT RELAXES 


YW ELLE O SHOE CORPORATION 
Waynesville, North Carolina 
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fit your lasts — every time! 


They’re “‘tailor-made’’ to fit. 
Not one, but several master models in key sizes are individually ‘‘hand-tailored” 


to fit your lasts. 
There’s no guess-work either . . . every line and curve of each model is checked 


with exacting care right on your last with your insole attached . . . checked for a 
firm last-hugging fit or with spring as necessary. 

By grading the master models over a complete run of sizes United’s skilled 
model-makers give you shanks that fit . . . VITA-TEMPERED shanks that preserve 


and protect the style for the life of the shoe. 
For shanks that fit . . . designed and individually fitted to meet your particular 


requirements, call United. 


VITA-TEMPERED STEEL SHANKS 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 
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Natural beauty that lasts in the shoe 


It’s BARRETT’S BRIARHIDE* 

work and wear. Makes a new shoe 

worn for weeks. Where other leathes 
cars, then embossed with a manufacture 


‘living leather With mature 


BRIARHIDE |} 8:1 Brinier bons atten 


LOOK FOR THE BRIAR SCARS | Vin thie completed On Lor } 
THE HALLMARK OF THE GENUINE : 


Made only by 
iain S,ARRETT & COMPANY, INC. NEWARK, NEW JERSEY 


mgnificent leather —BRIARHIDE’ 


At least fifty . . . if you're looking at the Firstie from the right point of view. 


This one style is the most important Stride Rite in your entire stock. It represents the beginning 
of repeated sales . . . sales that should end only when a child outgrows Stride Rites, 
a dozen or so long years away. 


Concentrate on your Firstie business. The Stride Rite name __ THE 
and the recommendation of Firsties by so many doctors : TRIDE RITE 
and pediatricians are wonderful assets in your sale Qe 
of this all-important first pair. 


Take care of your Firstie customers. Your balanced 
stock of sizes and widths . . . and patient, careful fitting . . . 
should be equally wonderful assets in bringing them back again! 


Green Shoe Mfg. Co., Boston, Mass. 





